Volume CXVII Number 13 


MAY 25, 1940 








EVERIT B. TERHUNE 
President 
Vice-Presidents 
ARTHUR D. ANDERSON 
H. WALTER SCOTT 
BERNARD C. BOWEN 
HUGH M. BOWEN 
GORDON SCOTT 
EDITORIAL STAFF 
ARTHUR D. ANDERSON, Editor 


RAYMOND L. FITZGERALD 
Managing Editor 


JOHN J. REILLY 
Art Director and Promotion Manager 


OWEN A. THOMAS, Associate Editor 
140 Federal Street, Boston, Mass. 


HARRY R. TERHUNE, Field Editor 
201 Oceano Drive, Los Angeles, Calif. 


ELEANOR M. RUTLEDGE 
Fashion Editor 


RUTH HARRINGTON. Fashion Consultant 


HERBERT B. GOODRIDGE 
Make-Up Editor 


RAYMOND H. GOODRIDGE, News Editor 
JOHN F. W. ANDERSON, Research Editor 


L. W. MOFFETT, Washington Editor 
G. ELLIS, late 
1061 National Press Blidg., Washington, D. C. 


Editorial and Executive Offices 
239 West 39th Street 
New York, N. Y., U.S.A. 


Publication Office 


Chestnut and 56th Sts.,Philadelphia,Pa.,U.S.A. 




















© 


Owned and Published by 


CHILTON COMPANY 
Incorporated 


Chestnut and 56th Sts.,Philadelphia,Pa.,U.S.A. 
239 W. 39th St., New York, N. Y., U.S.A. 


OFFICERS AND DIRECTORS 
Cc. A. MUSSELMAN, President 


JOS. S. HILDRETH, Vice-President 
GEORGE H. GRIFFITHS, Vice-President 
EVERIT B. TERHUNE, Vice-President 
J. H. VAN DEVENTER, Vice-President 
Cc. S. BAUR, Vice-President 
WILLIAM A. BARBER, Treasurer 
JOHN BLAIR MOFFETT, Secretary 
JULIAN CHASE 
THOMAS L. KANE 
G. C. BUZBY 
P. M. FAHRENDORF 
HARRY V. DUFFY 
CHARLES J. HEALE 


Voice of the Trade 


Now It’s Dad’s Turn 


Summer Window Ideas 


Shoe Store Calendar for June 


Increased Pairage through Sport Promotion 


The Editor’s Outlook 


Co-operation Built the Midwest Shoe Fair 


Paris Openings Make Brave Showing 


O.P.1. (Other People’s 


Shoe News 


Ideas) 


Copyright 1940 by Chilton Company (incorporated) 











E. B. TERHUNE. JR., 239 West 
39th St., New York, N. Y. Tele- 
phone: Pennsylvania 6-1100. 


B. C. BOWEN, 209 S. State St., 
Covenee. Til. Telephone: Wabash 


1627 Locust 


HUGH M. BOWEN, 
Telephone: 


St, St. Louis, Mo. 
Garfield 3347. 


Member, Audit Bureau of Circulations, 


ADVERTISING STAFF 





GORDON SCOTT, E. P. LING- 
HAM, DONALD R. MacARTHUR, 
140 Federal St., Boston, Mass. 
Telephone: Liberty 4460. 


H. WALTER SCOTT, Chestnut & 
56th Sts., Philadelphia, Pa. Tele- 
phone: Sherwood 1424. 


HARRY R. TERHUNE, 201 Oceano 


Drive, Los Angeles, Calif. Tele- 
phone: W.L.A. 36270. 


Associated Business 


Papers. Published every Saturday. Subscription Price: United 


States and Possessions, Mexico, Cuba, Canada, $3.00. 
Single copy 25 cents. 


$10.00 a year. 


Foreign, 

















BOOT ann SHOE RECORDER, May 25, 1940 





This little 


- 
—— plus more repeat business 0 i LE 





sixty-cent 


an bring you 


ee 


ot ON 


FLEX 


id 


easier sales with the ¢ 


sensational value 
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The few minutes of your time that you invest in 
reading this book can pay you big dividends... 
giving you “inside facts” on America’s greatest 
dollar-for-dollar shoe value... Not “just another 
shoe” in the price range . . . but one with fea- 
tures and advantages that appeal to men in any 
income bracket . . . features that prove them- 
selves in easy sales at the fitting stool . . . in 
comfort on the customer's foot . . . Leading re- 


Here are a few of the 
money-making points re- 
vealed in this FREE book 


How one leading shoe merchant cashes in on the 
better fit of PRE-FLEX with a simple bu! dramatic 
demonstration. * How to hold and satisfy the 
“hard-to-please” customer. * How you get finer 
leathers for the money, through our unique ad- 
vantage as to source of materials. 


i . 
Crosby Square 


tailers, enthusiastic about success with PRE- 
FLEX, tell us these handsome shoes all but sell 
themselves, once you get them on a man... 
This little book tells you how to use these fea- 
tures in selling . . . how to step up your aver- 
age sale . . . how to get those extra profits . . . 
Fill out and tear out the coupon below — and 
mail it today for your FREE copy of “The Amaz- 


X 


Special Process Shoes 


by Crosby Square 


THE HOUSE OF CROSBY SQUARE 
2460 North Sixth Street, Milwaukee, Wisconsin 


Please send me t . without obligation on my part, 
your free booklet, “The Amazin La Aa telling of 
the extra-profit possibilities of PRE. Shoes. 
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A “PHANTOM DINNER” is the 
new way to raise money. The com- 
mittee invited 300 men to a “phan- 
tom dinner” and the stunt was a 
wow. Enough money was collected 
to pay the expenses for the National 
Foreign Trade Week in New York. 





“The advantage of the phantom din- 
ner,” according to the announce- 
ment from the National Council of 
American Importers, Inc., is “that no 
one will be required to sacrifice an 
evening for the occasion, there will 
be no inconvenience, there will be 
no speeches—-in short, there will be 
no dinner.” The committee charged 
$3 a “plate” for the “dinner” and 
promised to supply each subscriber 
with a chart and a “phantom” seat- 
ing list, at the close of Foreign 
Trade Week. The list indicated 
“who took the various tables and 
the individual seats subscribed for.” 

What a swell idea to collect 
money in your town. 


W ALTER HOVING, president of 
Lord & Taylor, says: 

“Business owes an obligation to 
the country and to itself to give a 
word of personal advice to the job- 
seeker who fails to land a job be- 
cause of deficiency in ability or 
aptitude. All these jobseekers hear 
now is that there are no jobs, which 
is not true. If employment managers 
let them depart with a sense of frus- 
tration and failure, it leads to a 
resentment which can become a 
force of great destruction to this 
country. 


No_JOBS 


‘y 





“Sales executives ought to be able 
to tell whether a man has the equip- 
ment to become a good salesman. I 
believe I can distinguish a merchan- 
dising executive who can be at least 
moderately successful. We owe it to 
ourselves and to the many thou- 
sands of young people in secondary 
schools, colleges and universities, 
who will graduate this June, to give 
a little word of advice when they 
come seeking jobs.” 


[15] 


SHOE cocktail party of all time! 
The memory still lingers on of the 
shank of an evening, staged by 
sociable St. Louis at the Commodore 
Hotel during the Fall Shoe Opening 
Week. There was a total attendance 
of about a thousand men and wo- 
buyers, 


men competitors and 


C'MON - TIMES A WAST jy 





5:00 and 8:00 
refreshments and 


friends, between 
P. M.— with 
music. 

As Marcus Rice put it: “There's 
something _ terrifically 
about the ‘spirit of St. Louis’ in shoe 
selling. I live there and know; and 
many a buyer tells me that he has 
gone to one factory and made his 
call (possibly placed an order or 
not), and when the call was over. 
the St. Louis executive would jump 
in hiis car and take the buyer over 
to a competitor or a fellow shoe- 
maker’s plant — thereby cementing 
friendships all around. It wouldn’t 
hurt if other shoe centers tried a 
little bit of the same.” 


wholesome 
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MIRIAM COOPER, advertising 
and publicity director of I. Miller 
& Sons, Inc., is a scenario writer of 
no small ability. She wrote the 
script for nine acts in a shoe store, 
that were interspersed with runway 
showings by mannequins. Here’s 
a flavor of the writing in the open- 
ing scene, with the buyer dictating: 


Buyer: “Miss Dickson, take a letter to 
Mr. Irving Grossman, I. Miller, Long 
Island City, New York. (dictates) 
Dear Irving, you asked me to prepare 
some questions you would like me to 
give you at the dealer meeting that con- 
cerns plans for the next season. This 
am going to do. But first, before I ask 
you questions about next season, I'd like 
to ask you a few about the one we are 
in now. Where the hell are my shoes?” 
(To steno:) “No, don’t say hell.” (Con- 
tinues to dictate) . . . “I ordered those 
damn shoes eight weeks ago.” (To 
steno:) “Leave out damn.” 

(Continues to dictate:) . .. “this time 
you can’t blame it on my confirmation 
because I squeezed it out of old pickle- 
puss the day Eddie was here.” (To 
steno) “Better leave out pickle-puss.” 





(Continues to dictate:) ... “and you 
know what a stinker he is. (To Steno:) 
“Well, I guess that’s telling it to him, 
eh, Miss Dickson?” 

Miss Dickson: “Pardon me, Mr. Smith, 
but this doesn’t sound good. Can I read 
it back to you?” 

Buyer: “Certainly.” 

Miss Dickson: (reading from her 
notes) “this time you can’t blame it on 
my confirmation because I squeezed it 
out of Eddie here and you know what 
a stinker he is.” 

Buyer: “Let it go. It’s still right. Are 
you ready? 

Miss Dickson: “Yes.” 

Buyer: (continues to dictate) .. . 
“Now, Irving, I want to get down to 
fundamentals for next season. For a 
long time I have been thinking about 
how to get more business. Here are some 
of the problems that concern us: (1) 
How can I accomplish double and triple 
sales with my customers? (2) How can 
I attract new trade to my department, 
for instance, the younger group? (3) 
How can I ire recognition as a shoe 
department? ise manager 
duns us Gilly dete; & velans baned on 
the normal amount of traffic the store at- 
tracts. (4) How can I get more of my 
salesmen to sell better shoes?” 


Then followed the acts and scenes 
that carried the quality technique 
into retailing, before a group of 137 
store executives. 
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—Age isn't a calendar matter— 
rather is it a reflection of the 
spirit of the individual. 

—Some men are young at 70, others 
are old at 40. 

—I| know a delightful young lady— 
age 94—who recently wrote a let- 
ter to her niecé, with this opening 
paragraph: 

—"What with listening to Baby Snooks, 
answering quizzes, cussing the admin- 
istration and confounding Hitler, | find 
it somewhat difficult to concentrate on 
this letter to you.” 

—This young lady is, to my mind, an 
inspiring example of the kind of 
spirit that keeps one everlastingly 
young. 

—We're living in a trying, treacher- 
ous world, to be sure, but if there 
isn't enough of action, and excite- 
ment, to keep one's mind off his 
calendar status, then there's some- 
thing decidedly wrong with his per- 
sonal philosophy. 


S18 Ten 


President 





FFREEDOM of the shoes is pass- 
ing in many lands. 

Growing public demand in Japan 
for genuine leather footwear has 
resulted in the government's au- 
thorizing the manufacture of ap- 
proximately 5,000,000 pairs of 
leather shoes for domestic consump- 
tion, says a report from Assistant 
Trade Commissioner C. H. Boehr- 
inger, Tokyo. Since July 1938, the 
use of cowhide and other durable 
materials for the production of foot- 
wear designed for sale in Japan has 
been officially banned. Recently, 
public dissatisfaction with “ersatz” 
footwear has been aggravated fur- 
ther by a shortage of sharkskin and 
other substitute materials of the bet- 


ter types. 
Of the total number of leather 


shoes which will be manufactured 
for home consumption, about 80 
per cent liave been earmarked for 
students, from elementary grades to 
the universities. The remainder has 
been allotted to specific categories 
of workers, such as factory workers, 
miners, and railroad workers. It is 
reported locally that the leather 
shoes which will be available to the 
Japanese public as a result of the 
government authorization will sat- 
isfy only a small part of the gen- 
eral demand. 
- * * 

A TRICKY little shoe tree comes 
into the market. It doesn’t look 
like a tree. In fact, it looks like a 
folded piece of cardboard but it is 
actually made of Texon, waxed and 
finished; and resembles irregular- 
shaped leaves. You bend out the 
flaps, and insert the gadget into the 
forepart of the shoe, where it holds 
the leather fairly taut. They look 
like wings and so help me—that’s 
their name—“Wings.” They claim 


to have self-ventilating features. 
* — * 
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W. J. CARTY, shoe buyer for the 
Denver Dry Goods Company in 
Denver, Colo., says: 

“We're selling a lot of spectator 
types in both high and low heels. 
Whites seem to be starting out early. 
We had our first whites by April 1 
and they began to move immedi- 
ately, with the result that our April 
white sales showed a decided gain 
over those of April a year ago. How- 
ever, we are also selling a lot of 
dark shoes. There has been a fine 
demand for both patent and navy. 
With us, wedges have been a little 
slow. However, we look for an ex- 
cellent Summer demand on play 
shoes and at that time the wedges 
will no doubt be 100 per cent.” 


CHINESE put eyes on the toes of 
their shoes so the shoes could see 
the way they were going. Or at 
least they believe there is magic in 
footwear. We have always liked 
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the Chinese adage—“A ten thousand 
mile journey starts with the first 
step.” 

Glass eyes are used in shoe adorn- 
ment in America in a growing way. 
G. Schoepfer of New York City does 
a booming trade, supplying the in- 
dustry with artificial eyes, in all 
kinds and sizes, both stationary and 
moving—generally used on bunny 


slippers. 





AT the New York World’s Fair 
they have a bicycle rotunda with 
stationary bicycles geared up to a 
thermometer of lights, which illumi- 
nate as speed is accelerated by the 
bicyclist. The idea back of it is to 
measure energy (and commercially 
sell bread). Here’s the story on the 
chart, and the surprising thing is 
that shoemaking is far from being 
laborious work, proving that ma- 
chinery, as an aid to the human 
hand, has far advanced the foot- 
wear industry. 

The chart reads: “The harder you 
work the more energy you use. Eat 
bread for energy: (1) Sleeping, (2) 
Knitting, (3) Shoemaking, (4) 
Carpentry, (5) Golfing, (6) Brick- 
laying, (7) Tennis, (8) Woodchop- 
ping, (9) Boxing and (10) Foot- 
ball.” 


THREE letters tell a tale! 


“Every store in our community sells 
similar handbags at 94c. We feel we 
must meet competition at this price. Un- 
less you can bill us so that we can mer- 
chandise them at this price, we will be 
obliged to discontinue your line.” 


“Will you kindly return the balance of 
your stock to us via railway express. We 
certainly regret that you are unable to 
sell our merchandise at the dollar price 
but in view of the fact that it is being 
nationally advertised, we cannot permit it 
to be sold at less than the dollar price.” 


“We would like the privilege of contin- 
uing with your handbags at the adver- 
tised price of $1. We thought that if you 
could give us a reduction in price, we 
could increase our sales; but as you have 
an advertised price we will continue to 
sell them at the price of $1.” 


@NE Went—One Stayed. 


One buyer said, “I'm so secure, my stock 
is clean, my soul is pure, 

I’ve held this job for many years, I have 
no qualms, I have no fears— 

Why should I strut around the floor or 
play the bell-hop at the door? 

So in my office I'll abide, a gentleman, 
quite dignified! 

I'll tell the floor boys what to do, but as 
for fitting shoes, I'm through!” 


> * 


Another buyer said, “I'll learn more shoe 
lore if I take my turn 

With all my salesmen on the floor or with 
the bell-hops at the door. 

Out on the floor one senses well what 
stores like this can really sell; 

I'll use this office when I should, but too 

* much office isn’t good. 

One can not learn a blessed thing behind 
a desk, a cloistered king!” 


Well, that first buyer now is out, he needs 
a job without a doubt; 

The second man still has his place with 
sixteen smiles across his face; 

He got a raise the other day, each year he 
garners better pay; 

The day of buyer on a throne, with chest 
enlarged and hat outgrown 


[17] 


Is gone forever, now the grade is made 
by him who knows his trade! 

—J. Edw. Tufft. 
” 


o * 
40G in 1938, 412 in °39, 416 in 
"40! These numbers are a code of 
progress as well as the address num- 
ber of the institution founded by 





Alfred Vamos in the Marbridge 
Building, New York City. From 
one room in 1938, the “Lastex” 
“Vamos” organization now fills a 
complete section in the Shoe Center 
of New York, at the corner of 34th 
Street and Broadway. 

When you consider that here is 
a complete new industry, unknown 
to footwear a few years ago and in 
a short space of time making an 
imprint on practically every shoe 
store in America, you can truly say 

Opportunity lives in America. 
















































































“Gee, that fortune teller was right. She told me I'd soon have a couple of men at my feet.” 
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NOW 
it’s DAD’S TURN 


Make Sunday. June 16, a Real High Spot on the 
Promotional Calendar for Men’s Shoes, Slippers 
and Socks—Good Advertising. Plus Well Planned 
Window and Interior Displays Can Turn the Trick 


. 


by BR. E. ANDRUSS 


“_ 


FF ATHER’S DAY! 


REMEMBER DAD Sunday, June 16, 1940! 


9 Let’s get busy! 
3 Father’s Day has become one of the promotional high 
FATHE spots on the retail calendar. Why not make it the high 
spot of your most important Summer shoe promotion 
th —the casual shoe? 

JUNE ] 6 eo Slippers and socks make excellent gifts. Shoes for 
a - his favorite sport are likely to be liked. Many would 
probably welcome a pair of “regular” shoes. But 
there’s a great army of Dads who need to get acquainted 
with the trend to leisure footwear. Father’s Day is a 
good time for the introduction. Once the ice is broken, 
they will become play shoe customers on their own 

hook. But they need someone to give them a start. 
So, amid attractive showings of ALL your gift possi- 
bilities, give casual shoes special settings of their own. 
Instead of allowing them to be grouped along with other 

shoes, play them up as 


Attractive poster design which is being used 

this season to publicize and advertise Father's 

Day for all sorts of stores where men’s mer- 
chandise is sold. 
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“Here’s an especially swell gift for Dad.” 

“Let’s get play shoes for Dad.” 

“Play shoes for Dad—and Boy, will he love ’em!” 

I know a Dad with grown children who was getting 
“in a rut.” Then one day he appeared at our house 
all pressed up, with new brown shoes, a smart shirt and 
tie, a good looking hat, a big smile, and looking years 
younger. The kids had been working on him! 

All over the country there are children who feel the 
same way about their Dads. All over the country there 
are Dads who will get a great kick out of being “worked 
on.” You can bet. 

“Dad will like these colorful casuals.” 

“If he’s headed for the fair, he’ll need slippers while 
he’s there” is an angle for your slipper promotion. An- 
other angle is “If Dad likes to be comfortable about the 
house, give him these new lounging slipprs,” or “Com- 
bine smartness with comfort by giving Dad these new 
lounging slippers.” Show the slippers with poster cards 
being colored cut-outs, either cloth or paper, in the 
colors of the locally popular lounging suits. 


THE Sox Club idea is perennially good for hosiery. 
With the first box delivered for Father’s Day is en- 
closed a card telling him he will receive another box 
every three months for one year. It’s surprising what 
attractive, appropriate packaging will do to even as 
prosaic a gift as hosiery. 

Functional sport shoes should be grouped, with an 
accompanying card asking “What’s Your Dad's Favorite 
Sport?” 

If space permits, a Father’s Day gift booth in the 
store will add to sales through its helpful suggestions. 
If you can’t do that, arrange for group displays of 
slippers, hose, casual shoes, sport shoes, and whatever 
other items you may have, to correspond to those shown 
in the windows; it facilitate sales. 

Among the most interesting promotion ideas used for 
Father’s Day is that which combines photographs of 
prominent local men, usually with their families with 
a statement of what each thinks about Father's Day. 
This has also been worked out with nationally promi- 
nent men pictured. However, the local photos seem 
to bring the idea closer home. 

Promoting sport clothes one store headlined, “Father 
and Sun”—notice the spelling of SUN—and added, 
“We've yet to see a father (or a son) who didn’t love to 


An attractive and effective newspaper ad lay- 
out to promote Father’s Day observance among 
customers of the retail shoe store. 


[19] 


get outdoors in the summer sunshine!” Give him the 
right shoes for those sunny hours for Father’s Day, is 
our suggested addition. 


Q@THER stores suggested, “Give him a gift he wouldn't 
think of buying for himself.” Another asks, “Gotta 
Dad? Father’s Day is Sunday, June 16.” Addressed 
to children, “Gifts for Dad that you can afford.” 

Father’s Day gifts that cost little but mean much 

Give Dad new shoes for his favorite suit. 

Slippers of course if his old ones are worn. 

There’s fun afoot for Father. 

These are just a few “stimulators” to get you well 
started on your Father's Day campaign. There will 
be plenty of attention given the event by many stores 
and other organizations. With lots of interest assured, 
it’s up to you to see that your promotion program 
brings a generous share of the gift buyers. 





HE'S ALL RIGHT / 


. . . And here’s a quartette of gifts 
for FATHER’S DAY to prove you mean it ! 


CASUAL SHOES SMART SOCKS 


—= ——SSS 





























NEW SLIPPERS. SPORT SHOES. 
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SUMMER 


Window Ideas... 
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AL—A small center unit that can 
be used over many times by re- 
decorating with the various sea- 
sonal colors. An excellent antique 
finish can be obtained on this 
piece by painting on a thick rough 
coat lastic paint and, when 
dry, applying a finishing coat of 
burnt glaze and wiping off 
with a piece of soft rag. Suitable 
cutout lettering can be attached 
to the signpost. 
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B.—The center shadow box is wall board mount- 
ed on a 1 x 2-inch wooden framework, wired to 
create indirect lighting on footwear displayed 
on its base. Shoes for city and country wear are 
displayed on the left and right sides of this base 
ledge. The city buildings, trees and fence are 
all cut from wall board. The buildings can be 
painted two shades of gray, trees, brown and 
green, or artificial leaves can be attached to the 
same. Entire background of window is painted 
in light blue and the shadow box and platforms 
in a soft shade of green with moulding and 
edges in brown. 





Regarding This New “Display 
Ideas” Page by James Kiley, Who 
Has Designed Displays for Many 
Years, We Propose to Show Four 
Effective Original Seasonal Dis- 
play Layouts That Can Inexpen- 
sively Be Built Once a Month. Let 
Us Know What Type of Displays 
You Would Like to See in the 
Future and Also Any Questions 
Relative to Source of Supply of 
the Various Materials Used, Con- 
struction Details, Etc., and We 
Shall Be Glad to Have Mr. Kiley 
Answer Them Personally 
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BI.—This center unit can also 
be used over again by attaching 
other eye-catching cut outs to 
the center panel. The two ad- 
miring girl figures are cut from 
wall board and painted in gay 
colors. The shoe on the shelf 
above them tells the sales story. 








covoR CUT-OUT 
WALLBOARD 
FIGURES 


WALLBOARD 
PANEL 











1X2 FRAMEWORK 








Br 
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@PPORTUNITY beckons to shoe merchants this year 
to make the Summer of 1940 a real profit season 
through promotion of the great variety of interesting 
shoes on the market, both for dress and casual wear. 
Town and country shoes this Summer offer real oppor- 
tunities to develop worth while business and keep sales 
spinning along at regular prices through the major 
portion of the vacation season. 

To sell shoes, however, merchants must show them, 
and show them attractively, both in window displays 


and within their stores. And so Boot AND SHOE 
ReEcoRDER offers here a group of interesting display 
ideas, to be used as backgrounds for Summer shoe 
showings. 

The “Town and Country” display, as will be ob- 
served, is intended for a complete window setting, as 
is the “Wedges” idea. The other two are intended as 
unit displays, to be fitted into the standard window 
trims and used as centers of interest to liven up the 
general effect. 





= 



























































A.—This display was especially 





designed for the effective show- 
ing of wedges which are shown 
in the individual shadow boxes. 








The large lettering is cut out 
of %” plywood and the wedge 
shaped platforms are wall board 
on 1 x 2-inch wood framework. 
The lettering and shadow box 
could be used again in another 
display by suspending them on 
wires from the ceiling and also 
as an interior ledge display. 














1 ONLY 25 business days in 

June, but there are five 
Saturdays, and if you make 
every one count, it can be a 
good month. Are you prepared 
for a good day today with 
some Saturday specials in your 
windows and some "good buys” 
featured on tables just inside 
the door? 


5 MAKE your weekly check 

of stocks today. This check 
should comprise a perpetual in- 
ventory that will not only show 
what is on hand, but just how 
each number is selling, by weeks. 
Proper use of this system has 
practically eliminated the need 
of clearance sales in many 
stores that use it. 


& GIVE each salesperson a 
list of the numbers that 
last Wednesday's stock count 
indicated were in need of sell- 
ing pressure, and urge them to 
push these numbers to Satur- 
day shoppers. Instruct each one 
to keep a record of sales made 
of these items so that you can 
see the results tonight. 


12 TIME to make your week- 

ly stock check again. And 
it is the time of year when stocks 
of all but the very staple num- 
bers should begin to get down 
to rock bottom unless you want 
to reach July Clearance time 
with a lot of merchandise to 
clear at no profit! 


Retail Shoe Store 


CALENDAR 
For JUNE 


CHANGE all window dis- 

plays today making “Sum- 
mer Footwear" the theme. Some 
new backgrounds and some 
snappy display cards will give 
new atmosphere to the displays. 
Feature women's Summer foot- 
wear, of course, and give silk 
hosiery a good showing, too. If 
local schools are out, have a 
section of ch'ldren's shoes. 


6 ARE you planning any 

changes in window or in- 
terior arrangement, or any new 
fixtures, before the Fall season? 
If you are, now is the time to be 
thinking about these things. A 
visit to some good shoe stores 
in your own town and nearby 
cities may provide some excel: 
lent ideas. 


10 HOW long since you 
you have given your 
men's shoes a really impressive 
window display? Why not do 
it today? Make the theme 
“Summer Weights for Summer 
Comfort." With a little thought 
you can devise a display that 
will be a real crowd-stopper. 
Rearrange your displays of 
women's Summer styles. 


1 3 SIT down today with your 

weekly stock count rec- 
ords and review your season's 
selling. On what price lines did 
you do your biggest business? 
Are there any prices in your line 
that on the basis of sales and 
profits do not justify their con- 
tinuance next season? What 
have “outs” cost you? 


4 THIS might be a very op- 

portune time to prepare a 
mailing card on "Sturdy Chil- 
dren's Shoes for Vacation 
Wear" playing up several of 
your best values. Be sure and 
include rubber soled canvas 
shoes. Mail this out to your en- 
tire customer list. If you sell 
children's hose, include them on 
the card. 


7 PREPARE a strong, atten- 

tion-compelling ad for to- 
day's paper. If you made a 
mailing on children's shoes this 
week as was suggested, this 
might well be the theme for the 
ad, but do not fail to give some 
space to women's Summer foot- 
wear and fo silk hosiery, with a 
"leader" or two. 


11 HOW do you keep your 
mailing list. One good 
way is to have each name on a 
card, and to keep on that card 
a record of mailings to the cus- 
tomer, and of purchases made. 
This enables you to make spe- 
cial effort on customers whose 
purchases begin to decline. 


1 TODAY'S ad for Satur- 

day business should be 
as strong as you can make it, 
but that does not necessarily 
mean a big ad. Use moderate 
space, select a few good Sum- 
mer numbers and play them up 
well. If you can confine your 
ad to one price range, you can 
do a very effective job. 





SUMMER Activities Go Into High Gear This Month 


With June Brides, Commencements and the Beginning 


of the Vacation Season Setting the Three Important 


Themes for Summer Shoe Promotions. Play Up Your 


White Shoes Consistently and Keep Stocks Sized Up 


1 5 WHAT results did you 
get through having sales- 
men apply selling pressure to 
slow-selling numbers last Satur- 
day? Perhaps you will want to 
do this again today. As a mat- 
ter of fact it is a good thing to 
to every Saturday! Or you 
might have salesmen all suggest 
silk hose to customers today. 


20 A VERY striking window- 
display for a promotion 
of women's hose can be made 
by arranging a curtain across 
the window, raised just high 
enough so that only the legs of 
models walking back and forth 
in the window can be seen. On 
the front of the curtain have 
cards telling the price story. 


9 5 FOLLOW up your vaca- 

tion window with a mail- 
ing this week suggesting appro- 
priate footwear for those plan- 
ning July vacations. A good 
letter will do very nicely and it 
will be even more effective if 
it is accompanied by a neat 
folder illustrating and pricing 
some of your very best numbers. 


9 YOUR last chance to 
swell June business. See 
that every salesperson is on 
their toes to push items you 
want to clear away. Freshen up 
your windows if possible, and if 
you did advertise any leaders 
for the day, get them out on 
tables in the front of the store. 


17 THE windows should 

have a complete change 
today. It is important that they 
be kept different-looking, for as 
you come to the season when 
sales slow down your windows 
must work harder to bring in 
every possible dollar of sales. 
How about a big window fea- 
turing silk hose. 


91 WHAT are you going to 
advertise today for to- 
morrow's selling? How about a 
one-day sale, which will give 
you a chance to push out at 
very slight reductions those 
numbers on which you have too 
much stock and which you will 
have to sell at a loss in Julv. 


96 THE day for your weekly 

stock check, the last one 
you will make during the first 
six months of 1940. Let us hope 
it finds you with good clean 
stocks that will make a July 
Clearance unnecessary, and 
with adequate stocks of the 
"now" sellers so that you are 
not losing sales and profits. 


18 HOW is your Hosigy 

Club coming along? Are 
you pushing it vigorously? One 
store recently reported 300 
members in their club. Think 
what this means! 300 women 
coming in to the store regularly, 
giving the merchant a chance, 
each time they come in, to sell 
them other merchandise. 


9 BE sure to have a real 

“sale window to back 
up your ad for today's special 
event. Get every specially 
priced number into the display, 
with a price card, and have dis- 
play cards that will leave no 
doubt in the minds of passersby 
that something unusual is going 
on. 


97 THIS is the day to make 

a check of your plans for 
July. What are you going to 
do to make it a good month? 
What did you do last July? !s 
your window program for the 
month arranged? Have you 
fixed your advertising budget 
for the month? 


1 TODAY'S most important 

job is the weekly check of 
stock. The results should show 
less merchandise investment 
than a week ago. In fact, each 
week now should show this, as 
you work your stock down to its 
midsummer low in preparation 
for the influx of new merchan- 
dise for the Fall season. 


9 FOR the last week of 

June your window theme 
should be “Footwear For the 
Summer Vacation." Your local 
railroad offices and travel bu- 
reaus will be qlad to furnish 
atmosphere in the form of pos- 
ters and folders and you should 
find it easy to build some very 
striking displays. 


9 YOU will end June as 

you began it, with a Sat- 
urday. Make it a good one! 
That calls for a good ad on 
the subject of “Footwear for 
Vacationists and for the July 4th 
Holiday.” One or two good 
“leaders” will help but this 
should be a bid for business at 
regular prices. 





Increased 


CURRENT sports, casual, ventilated and rubber soled 
specialties offer men’s shoe buyers in departmen 
operating in the popular priced field a tremendous 
opportunity for increasing pairage- 

Only a very short while 4g men’s shoe stocks in 
our eight stores were one hundred per cent staple, ever 
in Southern California. The Famous stores then car- 

dress shoes retailing at $2.98, $3.98 and 

es for $1.98 to $5.00. Current 

operation ree the pre- 

viously stocked staples to be in € ¢ three years 

ago. However, the records show the considerable gains 

in this business to be directly traceable to the adding 

of a wider range of styles and sizes, and, what’s equally 
important, to the adding of sports types 

Regardless of the broadening scope of men’s staples, 
with its attendant i i this fact is evi- 
dent: The larger st i 
to the stores. Lost 
mum. Buying has 
resources, mainly from 


In planning the development of the sport 

ness for our department stores, we went to manufac- 
turers of g0° - ed shoes with new ideas in 
styles which d by the higher priced 
trade. A survey of our trade showed the average man 
or youngster could not afford to pay from $6.00 to 
$10.00 for his knockabout shoes. 

At first three styles to retail at $1.98 and $2.98 were 
stocked. Now 15 more numbers have been added. It 
should be said here that in our experience it never pays 
to add just @ few pairs of a shoe as 4 trial. If a shoe 
js worth buying, it is bought right for 4 few stores, 


later for all stores. 


THE merchandising reason for this procedure js tha! 
if a shoe is bought right and merchandised right, | 
will be a money maker. There js no money made 0! 
trade gained through trying out a irs of this 0° 
a few pairs of that style. Buy @ number with the cer 
tainty that it will sell a definite anticipated amou! t, 
then an organization will have @ real reason for doing 











Left: A separate section is set apart for the display of 
sport and casual shoes at the entrance to the men’s de- 
at the Famous Department Store, Los Angeles. 

Men’s staple shoes are to the right of this section. 


a number one promotional job. Regardless of how 
much value a shoe may have, or how many regular 
customers a store may claim, volume business is done 
through a well planned major promotional job. This 
job must be done right down the line, with newspapers, 
windows and interior displays each receiving their full 
quota of publicity. 


THE foregoing has been tested time and time again 
to our complete satisfaction. A good smart shoe may be 
semi-dormant in a stock, whereas if a good promotion 
is put behind it, real sales will result. A shoe just put 
in stock might sell 250 pairs, but with a planned pro- 
motion put into complete operation this same shoe will 
sell ten times that number of pairs. And we are inter- 
ested in pairage sales, not on a price basis, but on 
desirability to the consumer basis. 

Various sports and knockabout shoes have increased 
20 per cent in pairs sold. They are typically “occa- 
sion” shoes and do not take away from the sale of dress 
or work shoes, but rather draw customers to the store 
through their newness of appeal. 

Knockabout shoes are now in nearly every line, 


while even three years ago we were forced to develop 
our own styles. So important has this part of the men’s 
shoe selling program become in the Famous stores, 
that it has developed into a business by itself. But that 
is meant, these shoes sell much better when segregated 
in a section by themselves, adjacent but apart from 
the regular men’s department. 

This may seem strange to shoe buyers in other parts 
of the country, but rubber goods and rubber-soled spe- 
cialties, of course, are considered a part of our men’s 
sport shoe departments. Some business is done through 
carrying a good stock of first quality men’s rubbers 
for the very short California rainy season, but our real 
extra trade comes from those men who are going up 
into the mountains or into the snows. These men all 
want galoshes, four buckle arctics and even rubber 
boots. As many men are turning to the mountains for 
their week-end or regular vacations during the Winter 
season, the rubber business is a most important part of 
the sport shoe section. Rubber soled canvas from 69 
cents to $3.00 have always been consistently promoted. 

This sport or knockabout business is now on the basis 
of a year around operation with many numbers selling 
steadily every month in the year. Elk finishes and crepe 
soles are always good. Ghillies, both black and brown, 
with leather soles also sell well all the time. Different 
stores all have their own knockabout specialties, due to 
local conditions. 


Through Sport Shoe Promotion 





Staple shoes are given prominent display attention in 
the windows of the Famous Department Store. 


How the Famous Department Stores in Cali- 


fornia Stimulated Sales, Even on Staple Types, 
by Showing and Promoting More Men’s Spe- 


cialties, Particularly Sport Shoes 


by C. R. THURLO 


Men’s Shoe Buyer for the Famous Department 
Stores of California 
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OUTLOOK 


Wateh the Pay-roll Centers! 


LET'S cut out the habit of generalizing. This is far 
too big a country to blanket with any broad statement 
of opinion on the subject of trade. It has been so 
easy to nationalize everything that we have been getting 
into bad habits. Business may be terrible in the New 
York area and wonderful on the Pacific Coast, fair in 
the mid-west and extra good in Texas; and yet we are 
prone to color our opinion by what happens in our 
store, in our city, in our region. We may be entirely 
wrong. 

Let’s begin again to localize our thinking, because 
that’s precisely what is happening in the economics of 
payrolls and the parallel volume of money spent. Any 
man, with one eye on the newspapers, can sense that 
cities that make machine tools, airplanes, ships, steel 
and all of the things in terrific demand at the moment, 
have possibilities of retail sales in keeping with that 
real probability to increase payrolls. Billions of dol- 
lars will be spent in the making of things for “pre- 
paredness.” ranging from specialized factories and 
buildings to shoe laces. So it is obvious to any obser- 
ver that we are in for a period of localized prosperity, 
even though the neighboring state or town may be flat 
on its WPA back. Certain food stuffs and products of 
the field and mine will have increased sale and in- 
creased payroll. 

Shoes come out of payrolls. That’s axiomatic. You 
may be interested to know that there is a ratio between 
wages to value of product. Here’s the chart from the 
Congressional Record (Senate), February 21, 1938— 
showing per cent that wages bear to value of product 
of the major industries in the United States: 


Telegraph 

Coal mining 
Telephone 
Railroads 

Gold mining 
Shipbuilding .... 
Building 

Lumber 

Aircraft 

Office and business equipment 
Machine tools 
Traction 
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Manufactured gas 
Silk and rayon goods 
Boots and shoes 


G 

Copper mining 
Carpets and rugs 
Cotton goods 
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by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


. 
Machinery 
Locomotives 
Textiles 
Agricultural implements 
Woolen and worsted goods 
Radios and phonographs ............... 
Be RD GEE DTOD vo bc co cwcawctecececs 
Iron and steel 
Electrical equipment 
Bread and bakery products .............. 
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Electric light and power .............. ; 
Department stores 

Rubber tires and tubes 

Cement 

We insert this chart in our record to emphasize the 
fact that to generalize is to think loosely and perhaps 
to paint a dark picture, when actually there are plenty 
of highlights to illuminate the scene. So we may expect 
that shoe retailing will follow the payroll a little more 
closely than it has in the past depressing years. Gov- 
ernment expenditures up in the billions and private 
enterprise in even more billions of activity will present 
many opportunities in many spots for good business 
and good progress in the months to come. 

As a side note on the subject, you will find, wherever 
you go, a living, active shoe store, run by an individual 
who has weathered all the storms and is still “tops” in 
his community, even though many of his supply sources 
have flirted with national volume outfits and because 
of a nationalized policy have given him “the go by.” 
Today they would jolly well like to have him “on the 
books” because in his community he has localized a 
clientele of customers that are his and his alone, because 
of his service, personality and courage. 

Now, back to our original topic. Certain types of 
shoes may sell in some centers and be duds in others. 
The important thing is to know when and where some- 
thing is on the move because customers have wage 
money and can be sold more shoes. Fortunate the 
merchant in such a community. To localize advertising 
to aid the merchant is in keeping with this new develop- 
ment. The merchant again becomes the important man 
in the scheme of selling in shoes. The volume field may 
find itself in a “spotty” dilemma, but the right store, in 
the right spot and with the right merchandise, is one 
of the bright stars on the map. 
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NOW AVAILABLE 


TO 
HEALTH SPOT SHOE DEALERS! 


SHOE BALANCE MACHINE 


HEALTH ‘ | SHOE 
SPOT m - - COMFORT 
SHOES ; : DEPENDS 
BALANCE e ON 
FEET SHOE 
BETTER ls @ BALANCE 


Four years of clinical work, plus three years’ actual use in shoe stores, proves that 


SHOE COMFORT is possible only when body weight is properly balanced in shoes. 
HEALTH SPOT SHOES and the SHOE BALANCE MACHINE make a combination 


which will attract new customers to your store, creating new business and profit through 
an ever-growing clientele of satisfied customers. A rare opportunity for the wide-awake 
shoe merchant! 


Increase your business profits and your prestige in your community by getting into 
this work now. There are many opportunities open in the United States for exclusive 
franchise on Health Spot Shoes. Write for details. 


MUSEBECK SHOE COMPANY 


DANVILLE ILLINOIS 


HEALTH SPOT SHOES FOR MEN, WOMEN AND CHILDREN 
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Lejt: W. E. Newbold, president of the Ohio Shoe Re- 
tailers Association; E. C. Horn, secretary of the Midwest 
Shoe Fair; Mrs. Florence Guenzer, assistant chairman of 
the reception committee, and Jack Rappe, reception chair- 
man, discuss the welcoming of guests to the Fair. 


Below: Henry Momper, chairman of the registration 
committee, talks over this work with I. A. Hanig, Al. 
Schloemer and Al. Klinkicht. 


CO-OPERATION 
BUILT THE MIDWEST SHOE FAIR 


IDEA Had Its Inception with Small Group of 
Cincinnati Shoe Manufacturers and Retailers 
Early in 1936, and Venture Met with Success 
from the Beginning—Fifth Fair Opens June 9 


Left: Members of the Style Show and entertainment 
committees, left to right: Robert Gerwin, R. G. Nunn, 
Gene Held, W. E. Newbold and Frank X O’Brien. 


$6ET will be a cold day in Winter when a good sec- 
tional show is put together,” said old-timers of the 
shoe industry in the Midwest five years ago. 

It was a cold day—snow was falling—the thermom- 
eter hovered around zero on a Sunday morning in 1936 
when a small group of Cincinnati shoe manufacturers 
and retailers met to discuss what plans might be formu- 
lated to conduct a successful convention of the Ohio 
Shoe Retailers Association in Cincinnati. 

It was at this meeting that the Cincinnati show was 
born and “Midwest Shoe Fair” chosen as its official 

[TURN TO PAGE 37,. PLEASE] 


Right: Ira Longini, publicity chairman, left, talks with 

Mrs. A. M. Sandke and Maurice Pleatman in regard to 

the final arrangements on publicity and promotional 
work for the coming Midwest Shoe Fair. 
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The best Shoe Lines in the Nation are shown... 


MIDWEST SHOE FAIR 


NETHERLAND PLAZA HOTEL 
CINCINNATI 


June 9th, 10th and 11th, 1940 
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Lacquered light blue straw shoe with 

“bib” front held up by a blue elastic 

band. This shoe was featured for after- 

noon wear in Schiaparelli’s midseason 
collection. 


AT this writing, there is talk of “total war,” and new Summer 
fashions threaten to go limp. Riviera styles, especially, have an 
air of being all dressed up and nowhere to go. But it takes 
more than: war to down Paris dressmakers. There midseason 
collections can brighten other beaches if the Mediterranean be- 
comes too glum. 

The swank international set that have taken refuge in and 
around: Biarritz are likely prospects for launching new styles. 
While thoroughly immersed in war work they are smartly 
dressed all the time. What Biarritz wears any year is good 
fashion copy, and a wealth of suggestion for Palm Beach. 

The new collections have emphasized play clothes. Colors, 

[Turn To Pace 40, PLease] 


Paris Collections 
MAKE BRAVE SHOWING 


In Spite of War, Midseason Dressmaker Openings Launch 

Wealth of Ideas for Summer and Winter Resort Seasons. 

Play Clothes in Gay Colors Stressed. Straw Shoes and San- 
dals New Footwear Novelty at Openings 


by ALICE MAXWELL APPO 
Paris Correspondent 


Evening sandal, right, in blue 
straw with blue leather binding. 
This shoe was matched to a 
silver striped sweater and tur- 
ban which Schiaparelli adds to 
a black ott ing suit. 
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LOGAN ARCH 


$2.00 
Retailers 


TARSAL TREDS 


$4.00 to $5.00 
Retailers 


CUSHION STEPS 


$3.00 
Retailers 


gra . oO ; 
¢ ric’ yar 
REDS. DO of $2.00 03.00 CRUISERS 
arch gr Wine? Oe and 
A ull-PF° c RU {SER $3.00 
EP>- Retailers 


2 0 re y ’ Qoase your eure atl 
you! fin va de ECW {NE>- > ers 10 ced 
et wr”, FIVE NE jon MM ine i 
God e¥ ” a Pre ona every WALKI ES 
1 > 
eeu of — and, To ow. : .* rar 
ere this FA 2 money wwe » Retailers 


ume 














BOOT anp SHOE RECORDER, May 25, 1940 











Marketing Play Shoes 

“Play shoes look their best in bright 
sunlight,” reasoned the management 
of the women’s shoe department at 
the May Company, Denver, Colorado, 
and “thus should be shown in bright 
sunlight for best results.” And, though 
the shoes cannot be brought outdoors 
or the sunlight brought into the de- 
partment, the store did succeed in 
effectively simulating sunlight by a 
clever merchandising idea. 

Concentrating on bright color wo- 
men’s beach and play shoes, Buyer 
Max Lackner uses fluorescent lighting 
to provide “sunlight” and add eye ap- 
peal to the display of play shoes. Two 
movable fixtures, fifteen feet long and 
spaced four feet apart were placed 
down the side aisle of the department 
where they are in full view of every 
customer. Each fixture has a bright 
red and white canopy simulating a 
canvas awning overhead, beneath 
which two lengths of fluorescent tub- 
ing throw brilliant illumination down 
on the play shoes beneath. Shoes 
were displayed in two ways—tilted 
toward the department on a “shelf” of 
thin green pipe, and on the fixture 
supporting the awning. Each space 
was twelve inches from its neigh- 
bor, to assure the utmost individ- 
ual attention. Sales have been in- 
creased by this display during the 
Spring season and it is assured of 
important use during the Summer 


months. 
* * * 


Wooden Shoes 


A Saks Fifth Avenue shoe depart- 
ment has thought up a new idea to 
sell those wooden soled, leather upper, 
Dutch and Finnish sabots which were 
so popular among high school and 
college girls a while back. They have 
painted the wooden soles in various 
bright colors and sell them as garden 
shoes. 


A Chance to Compare 


There is a store down in Texas that 
has developed a very practical way to 
sell hosiery by comparison. 

A sloping mirror has been built 
into the face of the counter and runs 
its full width, When a customer is 
buying hosiery, she can step back a 
foot or two from the counter and see 
her own legs in the mirror. Then she 
can see at a glance how the color of 
the hosiery she is buying matches the 
costume she is wearing. The mirror 
could be illuminated from overhead 
and would reflect the light on the 
lower part of the shopper. And if 
“daylights” were used it would be an 
aid in color comparison. A useful 
idea, especially in these days of the 
introduction of Nylon hose and cus- 
tomer curiosity to see how its shades 
compare with the usual silk hose. 


Te... > 


A New Slant 


Here’s a new idea in the merchan- 
dising of lightweight shoes for Sum- 
mer as seen in the window of the 
John Ward Shoe Store, Broadway, 
New York. 

“Don’t be a weight lifter this Sum- 
mer,” reads the copy on a large white- 
on-black sign. “These John Ward's 
take a 3570 lb. weight off your feet 
daily. (3 ounces times 20,000 steps.)” 

And to catch the eye to a display of 
attractive lightweight shoes, they 
have placed a huge 3570 weight in 
the window—it’s black, and shaped 
like a strong man’s weight, but it 
probably doesn’t weigh much more 
than the shoes. 


White on Black 


Here’s how to catch the shopper’s 
eye to your white shoe window. In 
the window of the Regal Shoe Store, 
5th Avenue at 45th Street, New York 


City. they have placed their whites, 
and black and brown and whites on a 
background of black. The black con- 
sists of a piece of hard fiber board 
six feet long by two feet wide and 
painted a lustrous black. The board 
is tilted slightly toward the window 
and offers a background effect simi- 
lar to diamonds on velvet. 


* * 
Can You Top This? 


One salesman sold $900 worth of 
men’s shoes during one day of a sale. 

Impossible? 

It’s a fact. Attested to by the man- 
ager of the shoe department in Zion’s 
Co - Operative Mercantile Institute 
(better known as the Z.C.M.I.) in 
Salt Lake City. The salesman: J. H. 
Poulton. 

Now a word of explanation by A. G. 
Clayton, shoe buyer for the Z.C.M.I. 
“Each year during the month of May, 
we hold an annual May sale in our 
store. This promotion has proven to 
be a very big event in Salt Lake City. 
Naturally, at this time, we offer many 
inducements to our customers and 
try to offer the trade inducements of 
a character that will keep them happy 
and satisfied. 

It was during this event, held re- 
cently, that our Mr. Poulton sold some 
$900 worth of men’s shoes. However, 
I do not wish to give the wrong im- 
pression. While this merchandise all 
went on one date, much of it was sold 
during the two weeks period preced- 
ing the sale opening.” 

Telephone, personal calls during 
but mostly after store hours, here 
there and everywhere, notes to those 
outside the city limits, were methods 
use in the personal solicitation part 
of the Poulton campaign. The very 
first man called on the phone was the 
governor of the state, the mayor of the 
city came next, then on down the line 
to every single known prospective 
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BEST IDEA OF THE WEEK 
LIMITED CLEARANCE—4 DAYS 
(Geuting’s, 1312 Chestnut St., Philadelphia) 


O. P. Ideator—“I saw your ad in the paper announc- 
ing a 4day clearance sale beginning April 30. 
Isn’t this a good deal earlier than the usual practice?” 


Miss Ruth S. Baker—“The thought we had in mind 
was to take a small mark-down in the season when 
the shoes on sale could still be worn by the purchasers, 
rather than taking a large mark-down out of season 
when the shoes could not be worn, but would be con- 
sidered an investment by the purchasers until worn in 
the next season, thereby decreasing their saleability.” 


O. P. Ideator—“Why was the sale limited to only 
four days?” 


Miss Baker—“We believe that most sales are far 
too long. They start and just seem to drag on and on 
until somebody suddenly decides they have had 
enough. If customers can’t come in the first few 
days they feel that they'll just drop in in a week or 
two when it’s convenient for them. Meanwhile, the 
regular store business is completely disrupted. 

“This way, the public knows that the sale is only 
going to last four days and if they don’t get there 
promptly the shoes they want will be gone or the sale 
over and the shoes returned to normal price. A four- 


quick cleanup and then the store resumes normal life 
with shoes and stock back to regularity.” 


O. P. Ideator—“I noticed in your ad that you also 
mentioned shoes at regular prices. In fact, I would 
say that this ad is an excellent example of definite 
facts and shoe prices without any frills or unnecessary 
gingerbread.” 


Miss Baker—“Thank you for the compliment for | 
wrote the ad. But the merchandising plan was de- 
veloped by Mr. William Geuting. 

“You will notice that we advertised dark shoes, 
principally blues and black patents, on the sale. But 
you will notice that at the same time, we called atten- 
tion to our new white shoes. This was in order to 
attract as much early Summer business as possible. 

“As a matter of fact, the way things worked out, 
the number of pairs of reduced price shoes sold was 
less than the number of pairs of new shoes sold, but 
the figures for the four days proved the sale was a 
twofold success. At the end of the sale, the Spring 
shoes left over were marked up to their regular price, 
and the salesmen had had a taste of the white business 
so they were right in the mood for a thorough promo- 





day sale means four peak business days. 


It gives a 


tion of Summer business.” 








buyer. The response was more than 
could ever have been expected, with 
the first pair going to the state’s chief 
executive. 

In summing up the final returns, 
buyer Clayton remarked, “We enjoyed 
a splendid business and our quality 
men’s footwear contributed a very 
healthy volume to this event. 


* * 


Play Shoes Are in Demand 


The Kitty Kelly Shoe Store, 34th 
Street, New York City, has added an 
attractive play shoe bar to their store 
equipment. The bar is set up inside 
the entrance to the store at the end 
of the rows of fitting stools. It is a 
table-like affair about eight feet wide 
—painted white with green trim—and 
the customer entering the store can’t 
help but see the play shoes on dis- 
play. There are two shelves over the 
main display area and the whole is 
surmounted by an artificial awning 
striped in black and orange. Not only 
does this display sell play shoes, but 
it is a cheerful and decorative piece 
that adds to the attractiveness of the 
store’s interior. 

* * * 


“Spectator—first, last and always 
your favorite for Spring.” 
(MacDougall’s, Seattle) 


Retaining That Smart 
Appearance 

It’s one thing to buy a pair of white 
sports shoes and another thing to 
keep them clean. 

The following sign in the window 
of the Jarman Shoe Store, 1441 Broad- 
way, New York City, attests to the 
fact that they do not consider their 
services to the customer to be over 
when they sell him a pair of shoes 





eS UE 
WOMEN’S SHOES 


smcheding tempiry (ootiiems Comtere end Mort ired ashen 


Valves to $10.75 *585 


Onty $1 47 minha peyment with = 4-PAYMENT PLAN ACCOUNT 


and new with sizes complete Prices for these stor! of 


SHOOR-TREDS (1000 pate) watees te $1475 — 7.85 ond 99.485 


1312-14 CHESTNUT STREET © 38 W. CHELTEN AVE, GTM 
ST AAMAS AT COMA TER ABD © Sheer wed Gronp ot nesta 5 Onty 
Oren SHREENOAT CEES Te oF. 











Short and sweet—the sale is 


com ! 


Wear a Smart Sport Shoe 

That is easy to keep Clean 

. . » Keeping white shoes clean 
has been a problem so long 

. . » That we decided to do some- 
thing about it. 

..+ This new Jarman Style in 
White Buck is the answer 

. . » Come in and we'll show you 
how easy it is! 


Many a white shoe sale is lost be- 
cause many a man dreads the task of 
cleaning them. Jarman proves that if 
you can make the task an easy one, 
more white shoes are sold. 

* . * 


“The new slant on shoes.” 


(Selby Shoe Salon, Cleveland) 


* * * 
Top Lifts 

Top lifts don’t last very long on a 
woman’s shoe. It varies from five or 
six wearings on very narrow heels to 
several months on walking shoes. 
Well, anyway, a woman has to see 
about new top lifts a good deal more 
often than new shoes. Therefore, if 
a shoe store or department can offer 
quick and economical top lift repair 
service to its customers, it can be 
developed into a valuable traffic 
maker. A chance to show customers 
new and interesting shoes when they 
frequently drop in for shoe repairs. 
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More Than 500 Firms to Exhibit at Boston 





Style and Price Trends for Fall Footwear to be Determined as 
Buyers Gather to Look Over Lines and Place Orders 


BosToON—With the many present un- 
certainties existing in the trade due 
to war conditions abroad, which has led 
to predictions by leading economists 
that a business upswing is due this Fall 
—an upswing which some of them be- 
lieve may be of major proportions—shoe 


GEORGE A. DEMPSEY 


President, New England Shoe and 
Leather Association. 


manufacturers in larger numbers than 
ever before have signed up to partici- 
pate in the Twenty-First Annual Bos- 
ton Shoe Fair, June 10-11-12 and 13. 
Whereas, at this time last year not 
more than 400 companies had requested 
that sample rooms be reserved for 
them, this year already more than 500 
have taken rooms in the Hotel Statler 
and Parker House. The total number 
of lines on exhibition at these two of- 
ficial hotels is expected to equal, and 
perhaps exceed, 600. A total of ten 
floors of these two large hotels will be 
filled. 

“What is bought for Fall this year,” 
says a statement issued by Maxwell 
Field, secretary of the New England 
Shoe and Leather Association, sponsors 
of the Fair, “is supremely important. 
We are all aware of the disappointing 
business which occurred this Spring at 
retail. We know that substantial cur- 
tailment of production schedules have 
left manufacturers and retailers with 
stocks in most instances below normal. 
We can all recall how reluctant the 
public has been, in the past, to accept 
the high-style colors and elaborate pat- 
terns in shoes. What does that mean in 
terms of Fall retail selling? Will pat- 
terns be simpler? Will new and per- 
haps more conservative colors make 
their appearance? Will the shoes shown 


be obviously salable or a gamble, as 
some were this Spring? 

“The composite opinion of many hun- 
dreds of manufacturers on these sub- 
jects, as well as their price policies, can 
be had only in Boston. We are giving 
the merchants of the country four full 
days to visit our exhibitors and satisfy 
themselves that here they can make an 
intelligent selection—sure to yield a 
profit when the Fali season opens.” 


New England Association 
Plans December Fair 


BostoN—The December Boston Shoe 
Fair, sponsored by the New England 
Shoe and Leather Association, which 
also conducts the important June show, 
is already assured of success, stated 
Louis H. Salvage, chairman of the com- 
mittee in charge of this fair. This fair 
will be held on December 2, 3, 4 and 5 
at both the Hotel Statler and Parker 
House in Boston and will be the first 
officially conducted showing of Spring 
shoes of volume manufacturers — as 
well as the first Fall show conducted 
by the New England Shoe and Leather 
Association. 

Almost 300 of the leading manufac- 
turers of men’s and women’s shoes in 
the country selling their entire output 
to the volume trade—large chain store, 
mail order and department store buy- 
ers as well as shoe wholesalers—have 
entered definite reservations for display 
rooms at this December show. The fol- 
lowing leading manufacturers, all mem- 
bers of the New England Shoe and 
Leather Association, will exhibit their 
Spring, 1941, lines at this Boston show 
next December: 

George Dempsey, Farmington Shoe 
Mfg. Company; Louis H. Salvage, 
and Salvage-Molloy Shoe Companies; 
Frank and James Shapiro, Consoli- 
dated National Shoe Corporation; 
Jesse Aronson, Webster Shoe Corpora- 
tion; Homer O. Rondeau, H. O. Ron- 
deau Shoe Company; Myer Saxe, Kess- 
len Shoe Company; George Barkin, A. 
R. Hyde & Sons Company; Sidney An- 
sin, Ansin and Fitchburg Shoe Com- 
panfes; Archie and Sam Kleven, Kleven 
and Hallowell Shoe Companies; Larry 
Carroll, Norway Shoe Company; Rob- 
ert H. Adams, Charles Cushman Shoe 
Company; William E. Doyle, Doyle 
Shoe Company; Paul O. McBride, Mil- 
ford Shoe Company; Robert Goldstein, 
John E. Lucey and Leonard & Barrows 
Shoe Companies; Joe Koss, Koss Shoe 
Company; T. J. Callahan, W. L. Doug- 
las Shoe Company; Roy Johanson, 
Eagle Shoe Mfg. Co.; Henry Jacobs, A. 
Jacobs & Sons Company; Abe Berko- 
witz, Philips Shoe Mfg. Co.; Si Madow, 
Bristol Shoe Company; J. Edson An- 
drews, Gale Shoe Mfg. Co.; Stuart 


Armstrong, Wiley - Bickford - Sweet 
Corp.; Benjamin Alberts, Alberts Shoe 
Co.; Ken Holly, Holly Shoe Co.; Dan 
Myerburg, South Berwick Shoe Com- 
pany; Phil Lown, Lown Shoes, Inc., and 
Phileco Shoe Companies; Hy Golumbuk, 
National Shoe Mfg. Co.; Kolman Filei- 
sher, Fleisher Shoe Company; Sam 
Katz, Hubbard Shoe Company; Manny 
Sulkis, Sulkis Shoe Company; Hyman 
Cohen, Clark Shoe Company; Jay Izen- 
statt, Jay, B. E. Cole and Elite Shoe 
Companies; Max Sibulkin, Sibulkin 
Shoe Co.; Robert Patrick, D-W Foot- 
wear Co. 

Joe Backman and Louis Horwitz, 
Headway Shoe Co.; Herbert Holtz, 
Herbert Holtz Shoe Co.; Paul Kleven, 
Klev-Bro. Shoe Co.; Louis Hartman, 
Hartman Shoe Co.; Louis B. Gallant, 
Chelmsford Shoe Co.; Sam Cantor, 
Dartmouth Shoe Co.; Sam Breitman, 


MAXWELL FIELD 


Secretary, New England Shoe and 
Leather Association. 


Lester Shoe Co.; Sam Saxe, Dover Shoe 
Co.; Etta Kimel, Kimel Shoe Co.; 
Henry Stillman, H. C. Stillman Shoe 
Co.; Bill Scholnick, Scholnick Shoe Co.; 
Sam Slosberg, Green Shoe Mfg. Co.; 
Arthur Evans, L. B. Evans & Sons Co.; 
John Tolivaisa, Bridgewater Workers 
Coop. Assn.; Max Horn, Horn & Short 
Shoe Co.; Alfred Donovan, E. T. 
Wright & Co.; Jack Sandler, A. Sandler 
& Company. 

In addition to these manufacturers, 
over 200 others have already entered 
their reservations and fully as many 
more are expected to exhibit their lines 
at this show. 

Many of the leading volume buyers 
in the country have already advised Mr. 
Salvage and the members of his com- 
mittee that they will be in Boston next 
December and plan to not only see all 
the exhibits, but, more important, in 
order to assure deliveries on time with 
the industry on a 40-hour week, to place 
substantial orders for their Spring, 
1941, lines. 
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lee-Mace 


IN-STOCK 


FOR IMMEDIATE DELIVERY 


Me. 3615 

ALL WHITE NAPBUCK 
No. 3612 with tan colf 
quarter and tip. 
AtoD..6to12.. $3.25 


We. 3672 

WHITE NAPBUCK with ton 
quortur and tip. 

Mo. 3673 ALL WHITE 
AteD..6tol2. . $3.25 


No. 1854 WHITE NAPBUCK 
Ventilated . . tan calf trim 

Ne. 1855 ALL WHITE 

Mo. 1853 ALL TAN 

PLAIN TOE VENTILATED OXFORD 
No. 1850 ALL WHITE 

Me. 1852 AU TAN 

Me. 1651 ALL BLACK 
AtoD..6t012.. $3.25 


TERMS 2% thirty days 


BOSTON MASS 
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Greeting the Customer First 


Step Toward Sale 


SHOE salesmen should adopt a friendly, enthusiastic 
approach to customers, because it pays, both in good 
will and in hard cash. . 

Does it seem impossible to say the same thing over 
and over again to customers day after day and still 
make it sound original and sincere? 

Consider the example of Katherine Cornell, who 
repeats the lines of a play in one performance after 
another, each time with expressive meaning; rising to 
dramatic heights in emotional power on each occa- 
sion—living up to her own role as a great actress. 

A shoe salesman is not expected to be an actor. But 
he should bear in mind that each customer is new and 
has not heard his greeting before. 

This illustration was given by Ira Berman at a con- 
ference of retail shoe men of Rochester and vicinity 
at Hotel Seneca recently, emphasizing the importance 
of creating a good impression upon a customer the 
moment he steps inside of your shoe store. Here are 
some of his observations: 

“How a customer is greeted makes a lot of difference. 
Your attitude is of more importance than your words. 

“In some stores a customer is given a friendly greet- 
ing which makes him feel welcome there. In others 
he is made to feel like an intruder—as if he is inter- 
rupting them. 

“No one will ever say that he walked out of a store 
because he did not get a good greeting. The reason is 
buried in other handy excuses.” 

Mr. Berman warned that the moods of old customers 
change from day to day; that they are altered by such 
happenings as a “quarrel between husband and wife” 
that very morning, a death in the family, an auto- 
mobile accident—any number of things. 

“The wise salesman is on the alert for such changes, 
to change his own tactics to conform to them,” he 
said. He warned against any show of familiarity and 
said some customers who like to play jokes on others 
resent it when they are on the receiving end. 

O. K. Johnson analyzed some types of customers. 
They included the decided customer who lets you 
know in advance just what he wants; the one who is 
decisive, but wants the wrong thing; the one who gives 
snap judgment. He declared the shoe salesman should 
impress each with his definite desire to serve, and that 
the interested salesman is the one who succeeds. 

Harry H. Phelan, who presided as chairman, said 
when people go out to shop they are looking for some- 
thing out of the ordinary and are not always certain 
what they want, relating experiences to prove it. 

J. Ottman Schmanke referred to the penchant of 
some for “trying on that pair you have got in the 
window.” 

“Isn’t it true that very few customers know what 
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they want in the first place?” inquired Harry A. Chase. 

Mr. Berman said a salesman should show what is 
asked for first, no matter how unreasonable the request 
seemed. 

“Swallow your pride and say, “Yes, of course,” he 
urged. “Don’t yield to the temptation to come back 
at a customer, as one salesman did when he inquired 
testily, ‘lady, do you really want to buy a pair of 
shoes?’ ” 

Said Mr. Phelan: “If you know a customer is buying 
something wrong, say something to let him know you 
are aware of that fact. He may then realize he is in 
the wrong.” 

There was sharp disagreement with this suggestion 
by Mr. Johnson: 

“First get the customer seated. Say, ‘Step right this 
way and have a seat,’ even if she asks for shoes with 
sleigh bells on them. Don’t say no at once no matter 
what type of shoe they ask for.” 

“The customer is asking a definite question and 
should be given a definite answer,” said Mr. Phelan. 

H. Arnold, of the Avon Store, said many customers 
would resent it if their questions are not answered at 
once, without the necessity of being seated. 

Lawrence Stahlbrodt told of a customer who had 
been all over town after an unusual type of shoe, but 
when it was produced immediately by him, demanded: 
“Now what else have you got?” 

Generally it was agreed that customers must appear 
to be getting their own way while being guided diplo- 
matically toward buying what they should have. 


Co-operation Built the Midwest 
Shoe Fair 


[CONTINUED FROM PAGE 28] 


name. The Midwest Shoe Fair quickly was recognized 
throughout the industry as one of the leading shoe 
shows of the country. It was incorporated as a non- 
profit organization under that name in the Spring 
of 1939. 

Prime movers in the organization of the Fair were: 
William E. Newbold, Newbold Bootery ; Henry Momper, 
H. & S. Pogue Co.; Gene Held, Mabley & Carew Co.; 
George Dohrman, Irwin Shoe Co.; Joseph S. Stern, 
United States Shoe Corporation; and E. C. Horn, now 
with the Brown Shoe Co. 

Although no working funds were available and no 
pattern for the building of a program laid before them, 
these men proceeded with the determination to build a 
fine show as their only objective. With the understand- 
ing that any deficit that might accrue would be under- 
written by the Cincinnati manufacturers, these men 
gathered an interested group of shoe men around them 


as a committee and instilling in them their enthusiastic 


belief in the show, started to work on the first Midwest 
Shoe Fair. 
[TURN TO PAGE 44, PLEASE] 





lez Made 


-STOCK 


FOR IMMEDIATE 
DELIVERY 


Ne, 5520 

GENUINE WHITE BUCK 
IVORY WELT, LEATHER HEEL 
O-SO-EZ-E INNERSOLES 

AA to D.. 61012. . $4.15 


No. 6520 

GENUINE WHITE BUCK. 
24 IRON RED RUBBER SOLE 
O-SO-EZ-E INNERSOLES 
Atod..6t012.. $4.15 


No. 6533 

GENUINE WHITE BUCK 
ANTIQUE FINISH BROWN CALF 
©-SO-EZ-E INNERSOLES 

AA toD..6t0 12>. $4.15 


TERMS 
2% thirty days 


EF. TAYLOR CORP., BOSTON, MASS. 
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Sanderson Opens New 
Rochester Store 


RocHESTER, N. Y.—William P. Sand- 
erson proceeds on the theory that the 
way to open a shoe store is to open a 
shoe store. 

Accordingly, the Sanderson Health 
Shoe Shop was in operation—its em- 
ployees busy waiting on customers—ten 
days after he rented the store at 43 
Franklin Street, following disposal of 
his interest in Moore-Sanderson Shoes, 
Inc., 54 East Avenue. 

True, the store was admirably adapt- 
ed to the purpose. Bursts of speed on 


the part of decorators and others, be- 
sides fast stepping on the part of the 
owner, helped get it ready in a short 
time. 

The price range for women’s shoes 
will be from $7.50 to $11.50, and the 
range for men’s shoes will be from 
$10.95 to $12.50. 

H. J. Van Arsdall, who was with 
Moore Sanderson Shoes, Inc., for con- 
siderable time, has been named man- 
ager of the new store. 

“Consultation fitting will feature our 
policy in the conduct of this business,” 
said Mr. Sanderson. “That is, the po- 
diatrist and shoe man will combine their 


efforts in meeting the requirements of 
all customers. 

“At this location in the heart of Ro- 
chester, and with the type of service 
to be provided, it seems to me that the 
future of the store is most promising.” 

Mr. Sanderson graduated from the 
First Institute of Podiatry of New 
York in 1922. After practicing his pro- 
fession in that city for five years, he 
came to Rochester 13 years ago. 

He is a member of the New York 
State Shoe Retailers Association, the 
Rochester Shoe Retailers Association, 
taking an active part in gatherings of 
shoe men. 


Brandt Opens Second 
Family Store 


Cuicaco, ILL.—H. Brandt & Son, vet- 
eran shoe merchants in the Chicago 
area, have just recently opened their 
second retail family shoe store at 4047 
Milwaukee Avenue in the thriving Irv- 
ing Park neighborhood shopping dis- 
trict. Arthur Brandt, who is in charge 
of the modern new store, represents 
the third generation of the family in 
the business. His grandfather, the 
late Henry Brandt, bought the firm’s 
other retail store at 410 W. North 
Avenue in 1881. The firm of H. Brandt 
has also been in the shoe jobbing busi- 
ness for a number of years. 

The new store is completely modern 
in every detail in both interior and 
exterior. The front is unusual in that 
there is a 30-inch bulkhead with win- 
dow plate glass only six feet high, 
giving the passerby an eye level view 
of the window. The plate glass is 
curved and the rest of the front is of 
black porcelain in the bulkheads and 
dark maroon porcelain above. It is an 
unbalanced front with double doors, the 
two window areas on the left being de- 
voted one to women’s shoes and one to 
children’s, and the one on the right to 
men’s. 

The interior is decorated in modern 
style with prima vera wainscoting, 
chairs in Autumn finish with brown 
upholstery and fitting stools to match, 
and flooring of inlaid terrazzo type 
linoleum with feature strip. Shoes are 
stocked on open shelves with glass dis- 
play cases between. 
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The biggest advertisers today realize 
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That 
weathered. 


look of 


Bootmaker’s a 


Finish — makes selling easier sailing 
when you feature the new 


Color 13’%2 in Norwegian Calf 


Right up in the foreground of the fashion picture for Fall is the con- 
a sistently popular bootmaker’s custom finish. And now, Gallun 
produces a leather which seems to have been made especially 
eine * for it. * Norwegian Calf in Color 13%, with its rich autumnal 
gore ye oe warmth, “grows old gracefully,” at the touch of the craftsman’s 
xo ot 9 brush, takes on that sought-after mellow look. * Beneath 
Cre >t the beauty of grain and color lies the healthful comfort for 
in re which Gallun vegetable tannages are famous . . . They are 
oe remarkably soft and pliable — no matter how often they 
i are wet and dried. They don’t pinch (humidity changes 
cause them to expand and contract only about one-third 
as much as ordinary leathers.) No free acid to affect 
sensitive feet. * So, to build your business now — 
and on a lasting foundation — feature Gallun leathers 
for Fall. Check them in the catalogs of leading 
manufacturers. A. F. Gallun & Sons Corporation, 

Milwaukee, Wisconsin. 
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Paris Collections 
[CONTINUED FROM PAGE 30] 


by contrast to events, are bright and 
gay. Yellows thrive in citron, sulphur 
and buttercup shades. Reds reflect 
military influence in orangy “legion” 
tones, and in the purer bright reds of 
soldiers furrageres, and the chechia 
head pieces Algerians wear. 

On the vivid side are Balenciaga’s 
fuchsia coat with bunched shirrings 
around the hip, and Schiaparelli’s fresh, 
dramatic insistence on shocking pink. 
Intense light blues, such as Molyneux’s 
deep sky, and strong turquoise shades, 
are prominent, not killing, however, 
delicate pastels in mauvish pinks and 
pale blues and amethysts. 


White is made very important, in all- 
white suits, coats, frocks and separate 
jackets. It is often combined with red 
and navy, and mixed largely in prints 
with navy, black or multi-color. Natural 
color in linens, rayons and tussors is 
much exploited, and grey is more than 
holding its own, in familiar flannel and 

wool mixtures, and newly in crash suit- 
ings. 

Brown is fulfilling its early Spring 
promise, changing to linen from wool, 
to make smart tailleurs for town wear 
as well as beach togs of all kinds. 
Rusts, bricks and apricots come out 
tentatively in Summer fabrics. Emerald 
continues to be a highlight color, navy 
a big success, and black a leader for 
town or for evening anywhere. Sum- 


mer evening colors follow in the wake 
of day shades, are bright, cheerful and 
optimistic. 

While tailored suits are being played 
up a great deal for Summer, it does not 
alter the fact that feminine charm and 
appeal is foremost in designers’ minds. 
There is a new simplicity but it is not 
of the arid sort. For one thing, day 
skirts are getting narrower and longer. 
Hems that come an inch below the knee 
seem a good deal longer than recent 
mid-kneecap models. 

Summer evening skirts tend to re- 
verse the process and rise to ankle 
heights. This includes full skirted 
models on waltz-dress style, and tube- 
silhouetted evening suits. Some sheer 
ground-length skirts have tight founda- 
tions slit up at back or sides. Paquin 
lifts an evening skirt in front and trails 
it in the back. Altogether, the drift 
for evening is to play up feet and 
ankles, and the new day lengths do as 
much and more. 

The beaches are sure to respond to 
the novelty of colored mesh stockings. 
The hand-knitted silk ones that Schia- 
parelli introduced lead to hand-knitted 
wool ones in open-work patterns, fea- 
tured by Creed and Maggy Rouff with 
sports wear. The latest role for colored 
hose shows them with town clothes, 
in shocking pink with a black suit, pink 
taffeta lined and accompanied by pink 
gloves. This is a step forward, indeed. 

Straw shoes and sandals are items 
of resort interest on both sides of the 
Atlantic. These were the only footwear 
novelties launched in the collections. 
Some were featured in natural straw, 
others in red raffia, and afternoon and 
evening models in light blue. Outside 
of these collection models, the general 
vogue for red shoes continues unabated. 
The shades match up with the military 
reds in costume, and the leathers in- 
clude calf, kid, crocodile, lizard, and 
combinations thereof. 

While skirts slim and lengthen if 
ever so little, the less corseted figure 
keeps pace. The loosening up along the 
figure lines is considered a species of 
war “measure.” Chemise style dresses, 
bloused-back coats and frocks, shirred 
bodices and skirts, proclaim a new 
order of the day, together with loose 
armholes and wide sleeves. It’s in the 
air to give women freer fitting clothes 
whether they are war workers on the 
serious or the lighter side. 


Trimfoot Pacific Coast 
Office Moved 


St. Louis, Mo.—The Trimfoot Com- 
pany’s growing volume of business in 
the Pacific Coast States has forced the 
company to seek larger quarters. 

The company has moved from 819 
Santee Street in Los Angeles to the 
Mercantile Center Building at 86 Third 
Street, San Francisco. Miss Dorothy 
Marsh will remain in charge of the 
office, from which William Glaser and 
Aubrey C. Lyons will work. 
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date. 


70¢ Dozen Pairs 





NEW 


Adhesive 
HOSE SAVER 


SELF-ADHESIVE—EASILY APPLIED 


Attached in a jiffy—never comes loose— 
just tear off the backing and it’s ready to 
go—needs no moistening. This new idea 
in sponge rubber hose savers is revolu- 
tionary. It makes all other types out of 
Made of white orthopedic sponge 
rubber, carefully shaped by hand. 
snugs the heel and prevents slipping and 
side gap. Aiso made in suedette material. 
Packed one pair in a cellophane bag; one 
dozen pair on a display card. 

$7.80 Gross Pairs 


Write for Illustrated Folder 


SCOTT FOOT APPLIANCE CO., OMAHA, NEBR. 


* 


Scott’s 


Scott’s 


ARCH SUPPORTS 





Uniform high quality - hand made from 
finest grade white orthopedic rubber. 
Once used, customers will have no other 





It 





Illustrations above show Scott's 
Arch Support and Scott's New Improved Oval Arch 
Support. Both give gentle but firm support to the 
longitudinal arch. Scott’s new “Health Arch” com- 
bines support for the metatarsal, longitudinal and 
cuboid arches in one popular appliance. Find out about 
Scott’s money-makers today. 


WRITE FOR INFORMATION 
AND PRICE LIST 


Natural Crescent 











Patton & Hall Store 
Modernizeed 


ScHENECTADY, N. Y.—The retail shoe 
firm of Patton & Hall, established in 
1893, has rebuilt its store at 245 State 
Street, transforming a business land- 
mark into a model store of utility and 
beauty. 

This is the building in which Jesse 
L. Patton and Mason W. Hall began 
business 47 years ago when they started 
putting into practise their tersely ex- 
pressed policy, “A Fit for Every Foot.” 

Beautiful windows of glistening plate 
glass, with artistic decorative effects, in 
which merchandise is displayed with 
the aid of modern lighting, give a hint 
of the extent of the improvement. 

Inside, the color scheme is ivory with 
darker panels shaded to match the 
golden oak of finishings and fixtures. 
The alterations have provided a store 
and basement 25 by 125 feet on each 
floor. 

The hosiery department is at the left 
of the entrance with the stairway at 
the right. The old floor was leveled, a 
new floor laid over it and covered with 
light marbelized linoleum. 

Old ladders and runways have been 
removed and the whole show room 
paneled from the shelving to the ceil- 
ing. The store has been departmental- 
ized, with the women’s and men’s de- 
partment in the forward part, the grow- 


ing girls’, youths’ and childen’s depart- 
ments and office in the rear. 

The office has been enlarged and a 
new and larger children’s department 
built to meet the demand for good 
children’s shoes. 

The cashier, wrapping table and X- 
ray machine are in the center of the 
store, under a large skylight which pro- 
vides additional light and fresh air. 

New rugs and chairs add to the ap- 
pearance of beauty as they also add to 
comfort of customers. 

Mr. Patton is a former president and 
is now a director of the New York 
State Shoe Retailers Association. Mr. 
Hall is also a director of this organiza- 
tion. 


McGuire Named 


Florsheim Manager 


Rocuester, N. Y.—Thomas J. Mc- 
Guire of Chicago has been appointed 
manager of the Florsheim Shoe Com- 
pany’s store at 139 Main Street, East, 
succeeding Phillip Van Deventer, who 
was for a number of years manager of 
the store, but who resigned to go into 
another business. The store had been 
known as Van Deventer’s Florsheim 
shoe store. 

For the past twelve years Mr. Mc- 
Guire has been connected with the 
Florsheim store in Jackson Boulevard, 
Chicago, one of the fine stores of the 


western city. Within a short time he 
plans to remodel and redecorate the 
front of the Rochester store. 

A native of Perry, N. Y., Mr. Mc- 
Guire completed studies in its schools 
and then attended the University of 
Michigan. When he returned he went 
to work in the shoe store of Cole & 
Son in that village, later going to the 
Chicago store. 


Whites Leading in 
Early Summer Buying 


Cuicaco, ILL.—First indications of 
buying trends in Summer shoes in the 
Chicago area are now beginning to be 
felt in various quarters, particularly 
in the quality and salon type stores, 
where women like to buy early in order 
to get a good selection of styles. Early 
interest shows a heavy demand for all 
whites in step-ins and ties. Combina- 
tions are also selling well with brown 
and white leading followed by blue 
and white and black and white. Evi- 
dence also points to a big season for 
gabardine in black, blues, browns, and 
beiges galore, and also for patent 
leathers in sandalized and novelty ver- 
sions. Wedges are not selling rapidly 
in Summer shoes yet except in the play 
shoe versions. Retailers, however, ex- 
pect they will be in large demand with- 
in a month or so, since they are selling 
heavily now in late Spring types. 
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THIS TRADE-MARK A,THIS SEAL 
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BETTER FABRICS 
\S BUREAU 
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The Densometer is used in 
testing Ventilated Uppers— 
measuring the speed at which 
air passes through this spe- 
cially constructed fabric. 


Outsoles are given the “third de- 
gree”’ in tests to determine strength, 
resilience, and wearing quality. 


\ Stretching the fabric to the break- 
S ‘ing point, to test its wear and value. 


a are cautious today. 
They want tested and approved 


values in the merchandise they 
buy. That’s why Goodrich sub- 
mitted their canvas shoes to the 
Better Fabrics Bureau for rigid 
testing and grading in the line. 

The Better Fabrics Testing 
Bureau, an independent research 
organization, started by retailers, 
has placed its seal of approval on 
Goodrich Canvas Shoes. 

Backing up Goodrich’s own 
exhaustive laboratory and actual 
wear tests, this Better Fabrics 
endorsement carries real selling- 
weight with your customers. 

To them, it says, “Buy with 
confidence.” We've “sealed” the 
sale for you! 

° 

GOODRICH FOOTWEAR 


WATERTOWN, MASS. 


Visit the Goodrich Building at the New York World's Fair 


PLUS FEATURES IN GOODRICH PRODUCTS MEAN PLUS PROFITS FOR YOU! 








—i- 
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“S MADE OX 


| to suit your store 


) Write for facts on Mohawk’s range of colors, textures, 


weaves, prices . . and how Mohawk helps sell shoes. 


MOHAWK CARPET MILLS, AMSTERDAM, N.Y. 
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Co-operation Built the Midwest 
Shoe Fair 


[CONTINUED FROM PAGE 37] 


Several innovations were instituted for this first Fair, 
most important of which was the moving forward of the 
dates to the early part of June. 

The style show staged in 1936, under the direction of 
William E. Newbold, set a precedent for the high qual- 
ity shows which were to follow in subsequent years. The 
retailers who attended this first show were carried on 
the wave of enthusiasm which had been generated by 
the committee throughout the convention and were 
thrilled at the beauty and good taste of the runway pres- 
entation and the elaborate entertainment. 

The manufacturers who participated (some with their 
tongues in their cheeks) were pleased at the tempo ef 
the show, and more important were delighted with the 
volume of business which they wrote. 

The acknowledged success of the first Midwest Shoe 
Fair and the flow of congratulations from throughout 
the Middle West and South aroused a desire to continue 
the event as an annual early Fall showing in conjunction 
with the convention of the Ohio Shoe Retailers’ Asso- 
ciation. 

“Fair” committees serving under the original officers 
—Frank J. Weber, general chairman; E. C. Orr, vice- 
chairman; E. C. Horn, secretary, and George Dohrman, 
treasurer—in turn each year have made a determined 
effort to stage a bigger and better show. Last year’s at- 
tendance broke all records both for manufacturers and 
retailers. 

The 1940 committee now working on the fifth annual 
Midwest Shoe Fair expects to attract retailers from an 
even wider area than in previous years to join it in cele- 
brating the fifth anniversary of its founding. 


Big Improvement in Men’s Business 


Kansas City, Mo.—The retail sale of men’s shoes in 
this area is pointed toward a much stronger 1940 
Summer market, a survey of men’s shops indicates. 
Bootmaker’s finish has been very popular and the 
Algonquin or high-walled toe styles have been proving 
sales leaders, particularly with younger men. Sales 
reports estimate the sales increase for the year over 
1939 as up 20 per cent with even a greater percentage 
of increase indicated for the coming months. 

Victor H. White, manager of the men’s department at 
Rothschilds, announces that his firm’s business is far 
ahead of last year’s; that 20 per cent of the men are 
asking for the heavier soled styles and another 50 per 
cent are buying them when shown in comparison with 
the lighter soles. Due to a better market early in 1940, 
he says that retailers were not forced to place so many 
of their lines on season-end special sales as has been 
the case in recent years. 
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Dr’ Scholls 
Hew FOOT BALM and FOOT POWDER 


QUICK RELIEF FOR TENDER, 
HOT, PERSPIRING FEET 


7 out of every 10 persons have foot trouble. That means 70% of your 
customers are logical prospects for the New Dr. Scholl’s Foot Balm 
(Liquid Vanishing) and Dr. Scholl’s Foot Powder. Imagine the APPEAL 
it will have to them to be able to buy BOTH in this Special Sale at your 
store for only 49¢! You’li CLEAN OUT and CLEAN UP on your stock 
of these sets in record time. Stock up NOW! Order to the limit—no 
more available after present supply is exhausted. 





NATIONALLY ADVERTISED 


In The Saturday Evening Post, Collier’s, 
Life, The American Weekly and This Week 








DEALERS! Actually, It’s An 83¢ Value! 


In addition to the Balm and Powder, a kit of samples of the New 
Super -Soft Dr. Scholl's Zino-pads for Corns, Callouses and Bun- 
ions, worth 13¢, is included. The actual value is 83¢ for only 49¢! 


THE SCHOLL MFG. CO., Inc. 


213 W. Schiller St., Chicago 62 W. 14th St., New York 


Attractive Counter Display Card Packed With Each Dozen Combination Offers 





SS 
: 


HELPS ME SELL | 
MORE SHOES 


“When the manufacturer put E W Fibre-Sorted Soles on these 
shoes he gave me a sales point that made his shoes unique. 
can go farther than the run-of-mill talk about style and quality 
— I can prove that the quality is there. And when my customers 
find that E W soles actually do give more even flexibility and 
service, they come back to me for more.” 


. 


“The fibres in a hide vary from close-knit to stringy. When 
two soles vary in structure, even a little, it affects the flexibility 
of the soles. This makes the mechanical strains and stresses 
different, and one sole gives out long before the other.” 


“Photo-elastic pictures, taken by ag pee: light through model 
soles, show how strain lines differ in unmatched soles. These 
pictures represent soles of often “normal” difference, that 
might be considered “satisfactory” even for high-grade shoes.” 


he “At England Walton, long-experienced 


sorters can tell at a glance what part of 
the hide a sole came from. They can 
accurately pick another sole having 
similar fibre structure. These soles will 
react the same to the strains of walking, 
give more even flexibility, support and 
appearance.” 


“E W Fibre-Sorting makes a very good sales point, and England 
Walton ‘Fibre-Sorted’ Soles poet bo shoes ph gee 7 ” 


England Walton Division A. c » Sana Leather Co. 


Boston, Camden, Peabody, New _ os bus, 
Chicago, Mi ilwa ukee, Los p— vshiaad, ~~ 


Newport, Tenn., Hazelw 
CUT SOLES and SOLE LEATHER - PURE ‘oak BARK TANNED 


BOOT anpv SHOE RECORDER, May 25, 1940 





>ENGLAND WALTON S0LES 


Oe Bee eo: ee os eee 





BOOT anp SHOE RECORDER, May 25, 1940 


THIS WEEK IN THE 


Saturday, May 25, 1940 


SHOE TRADE 


National News 





Coast Convention to Be “Streamlined” 





150 Lines to Be Displayed at San Francisco Showing of Cali- 
fornia Shoe Retailers Association, at St. Francis 


Hotel, June 9-12 


San FRANcisco, CALIF.— With 150 
nationally recognized lines of shoes 
and accessories to be on display, and 
every indication of an attendance of 
over 500, plans for the convention of 
the California Shoe Retailers Associa- 
tion are rapidly nearing completion. 
Reservations have been coming in daily 
for rooms and display space at the 
Hotel St. Francis, where the conven- 
tion meets June 9, 10, 11 and 12. 

It will be a “streamlined” conven- 
tion, according to Carol S. Wills, as- 
sociation president, with all activities 
eliminated that might detract from the 
interchange of ideas and the buying 
and selling of shoes. 

A well-balanced program has been 
arranged with speakers of both national 
and local prominence bringing ideas to 
help the delegates learn the latest ideas 
in the best methods of shoe sales pro- 
motion. 

The program as now outlined opens 
with a luncheon Monday noon at which 
President Wills will preside. A repre- 
sentative from the San Francisco Jun- 
ior Chamber of Commerce will give the 
address of welcome to the delegates. 
Feature speaker at this luncheon will 
be Prof. Frank M. Russell of the De- 
partment of Political Science, Univer- 
sity of California, whose topic will be 
“The European Situation and Amer- 
ican Foreign Policy.” 

This will be followed by an open 
forum conducted by H. A. Ballentine. 

Russell Werner will be chairman of 
the Tuesday morning session. This will 
be an open discussion meeting on “The 
Disposition of Odds and Ends.” 

At the Tuesday noon luncheon, L. E. 
Langston, executive vice-president of 


the National Shoe Retailers Associa- 
tion, will speak on the subject, “The 
Shoe Retailer and His Problems.” 


CAROL S. WILLS 


President of the California Shoe 
Retailers Association. 


This will be followed by a talk on 
“Fashion and Merchandising,” by Fred- 
erika Fox, merchandising editor of 
Vogue magazine. 

The afternoon session will conclude 
with another open forum discussion 
led by H. A. Ballentine. 

On Tuesday evening will be held the 

[TURN TO PAGE 49, PLEASE] 


H. J. Deters Named N. Y. S. 


Shoe Retailers Field Man 


ROCHESTER, N. Y.—Harry J. Deters, 
of 60 Southampton Street, Buffalo, a 
former Rochester retail shoe merchant, 
has been appointed by the executive 
council of the New York State Shoe 
Retailers Association as field represen- 
tative for the organization. 

His duties will include traveling 
through the state, calling meetings of 
retailers, and building up membership 
of the state association, as well as pro- 
moting larger attendance at its con- 
ventions. As business manager of the 
Greater Buffalo Retail Shoe Merchants 
Association he added more than 100 
members. 

Ernest R. Park, president of the 
state association, as well as chairman 
of the executive council, said: 

“There are upwards of 2500 inde- 
pendent retail shoe stores in New York 
State besides the shoe departments of 
department stores. All of them should 
be represented through making the 
owner, member of the firm or manager, 
a member of the state association. 

“Undoubtedly they would join, and 
also attend the state conventions, if they 
knew the extent of benefits which this 
organization will bring to them. That 
is what Mr. Deters is going to explain 
as he starts out as its first field repre- 
sentative.” 


Lillian Cook Leaves 
Allied Kid Co. 


New York—Lillian Cook, advertising 
manager of the Allied Kid Company for 
the last four years, has recently an- 
nounced her resignation from that firm. 

Mrs. Cook, who is married to Richard 
Cook, publisher’s representative, plans 
to take an extended vacation before 
returning to work. 





[48] 


Dayton Retailers to Hold 
Second White Shoe Week 


Dayton, On10—The Dayton Retail 
Shoe Dealers Club, at its regular May 
15 dinner meeting, decided to stage a 
June white shoe week. This promotion 
will follow closely on the heels of the 
successful white shoe week held during 
April. 

President Crawford appointed a com- 
mittee, headed by Ed Blomquist as 
chairman, to make plans for the pro- 
motion. The week of June 3 was se- 
lected for the campaign. Others aiding 
Chairman Blomquist are: Carl Weber, 
38rd, L. L. Clark, M. L. Cohen, Louis 
A. Miller and A. G. Bramlage. 

Decision to stage the second white 
shoe week was made following a gen- 
eral discussion of the situation in Day- 
ton. The white shoe season is held to 
be about a month behind due to poor 
weather conditions. Dealers reporting 
on the April white shoe promotion on 
the whole indicated good results, and 
all favored a repetition of the cam- 
paign. 

President Crawford also assigned the 
same committee to arrange plans for 
a Fall Shoe Week, which are to be sub- 
mitted to the club for consideration at 
the June dinner meeting. The week of 
September 2 has been set tentatively as 
the time for the Autumn campaign. 

Although no decision was reached, it 
is expected that Dayton shoe merchants 
will not stage their annual white shoe 
clearance sales until after July 4. Such 
a policy was followed successfully last 
year. 

William Johnson of the Rice-O’Neil 
Company, St. Louis, was a guest at the 
dinner meeting and entertained the 
club members with his ventriloquism 
and also relating amusing experiences 
he has had with his ability while tra- 
veling on trains and in hotels. Fred 
- Meuthing, another visitor, rendered an 
impromptu program, singing an un- 
accompanied solo — “Down in_ the 
Depths.” 

Thirty-six attended the dinner meet- 
ing, which was one of the largest in 
recent months. The next session will 
be the second Wednesday night in June, 
and all traveling men in the territory 
at that time are cordially invited to 
attend. 


Buyer Changes at 
Denver Dry Goods Co. 


DENVER, CoLo.—H. A. Krumholz, for- 
mer head of the men’s shoes at The 
Denver Dry Goods Co., has been pro- 
moted to assistant buyer in the wo- 
men’s shoe department under J. W. 
Carty, buyer, on the second floor. 

D. C. Leonard, formerly assistant in 
the men’s department on the first floor, 
will advance to buyer of this depart- 
ment. 

The new shadow box display shelves 
now identifying the men’s shoes has run 
up the cash register favorably in 
Spring shoes, according to Mr. Leonard. 
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FOLLOWING the SUCCESS 


of 


Construction 


— which has been building business 
at an amazing speed, we are making 


GRACEFUL 


SHOES 


Resilienl as 


ARC 


for Fall 1940 with 


j :) 
Cush-o-maticl 
“WALK ON AIR” 
CONSTRUCTION 


BLACK KID 
GYPSY 
for Fall 1940 


No. 1580 “Anson” 

pace maker of Arch shoes, now 
presented in a riew style version 
and made with “ tic” 
walk-on-air construction. 


A Tangible Plus Value 
in 3.00 Arch Shoes that 
Wins Instant Appreciation 
“Cush -o-matic” air cushion 
construction gives the wearer 
thrilling new comfort from the 
first try-on...and gives the 
merchant an exciting, busines- 
building feature for vivid selling 
and advertising. 


WRITE FOR OUR 
“IN STOCK” PLAN 
that gives you the benefit of 
extra ‘“Cush-o-matic’’ volume 
without increasing inventory. 


The L.V. MARKS & SONS o. 


540 SYCAMORE 


Present leaders are perforated tans 
and tan combinations. 

In women’s shoes, spectator whites 
and combinations are the top sellers, 
and demand is running short of supply 
right now, according to Mr. Carty. 
Spring sales so far are considerably 
in advance of 1939, whites having made 
an earlier and heavier call than ever 
before. 


Indiana Travelers 
Appoint Committees 


INDIANAPOLIS, IND.—At a_ recent 
luncheon meeting of the Indiana Shoe 
Travelers’ Association in the Hotel 


CINCINNATI, OHIO 


Washington, Carlton Claus, president 
of the organization, appointed the fol- 
lowing committees: 

Membership: Frank Brown, P. Stern, 
Harry Dunn, H. G. Hays and George 
Senhauser. 

Sick Committee: Joe Warrender, A. 
F. McCord, Ed. Johnson and Morris 
Goldberg. 

Entertainment Committee: Al Miller, 
Arthur J. Joyce, Ed Bayless and Her- 
bert Smeltzer. 

Publicity Committee: Ralph Baker 
and George Tovey. 

Meetings will not be held during the 
Summer months. Next meeting of the 
group will be the second Saturday in 
September. 





2 oh WAG 6 (ae oe 


i | ao es Oo 


eos mrweea 


BOOT ann SHOE RECORDER, May 25, 1940 





Coast Convention to Be 
“Streamlined” 


[CONTINUED FROM PAGE 47] 


annual dinner-dance in the Colonial 
Ballroom of the St. Francis Hotel. 

Wednesday will be devoted to inspec- 
tion of lines and placing of orders for 
new merchandise. The Monday and 
Tuesday afternoon sessions will also 
close at 3:30 so as to give time for 
either social jaunts or inspection of 
manufacturers’ lines. 

Many prominent manufacturers have 
signified their intention of being pres- 
ent to assist their representatives in 
showing their lines. 

With the Golden Gate International 
Exposition presenting an even more 
spectacular exhibit than last year, 
many of the delegates are planning on 
bringing their wives and families with 
them. 

The Convention Committee is com- 
posed of Carol Wills, general chairman; 
Russell Werner and Leopold Oppen- 
heimer, program; George Wilson, 
speakers; William Shwerts, entertain- 
ment; H. A. Ballentine, open forums; 
William R. Ahern, press and publicity; 
Patricia Owen, registration; and Wil- 
liam J. Ahern, convention manager. 

A cordial invitation for not only the 
retailers, but the traveling men, to 
attend the business sessions has been 
issued by Convention Manager Bill 
Ahern, who states that they will gain 
merchandising ideas which will enable 
them to render better service to their 
customers. 


Named Lindell Manager 


JACKSONVILLE, FLta.—Harry B. Hos- 
stetter has been named manager of 
Lindell’s Boot Shop on West Adams 
Street. He replaces William T. Perry- 
man, who has gone to California to be- 
come associated with a shoe manufac- 


EMMANUEL MEYER 


GARDINER, ME.—The Gardiner Shoe 
Company of this city, departing from 
its policy of the past, has introduced a 
line of in-stock feature shoes for wo- 
men, to be retailed at $5 and $6 under 
the name “Vibrant Step.” The styling, 
merchandising and selling of this line, 
to be made both by the Sbicca method 
and the welt process, have been placed 
in the hands of Emmanuel and Samuel 
Meyer, both of whom recently resigned 
from the J. G. Menihan Corporation of 
Rochester, N. Y., to assume full charge 
of this new Gardiner development. 

During their two and one-half years’ 


SAMUEL MEYER 


connection with the Menihan Corpora- 
tion, the Meyer brothers are crediied 
with having pioneered what have be- 
come known as “glorified stitchdowns” 
at $6.95 and up. Prior to that, for 
fifteen years they operated Meyer 
Bros., in Brooklyn, specializing in tai- 
lored shoes at $10.75. Their early ex- 
perience in the industry with which 
they have been successfully identified 
for many years, was with the old 
Rosenwasser Company. 

They will continue to maintain their 
former offices at 47 West 34th Street, 
New York City. 





turer. Mr. Hosstetter, while well known 
to the shoe trade in Florida, was for- 
merly manager of a department store 


in Zion, Ill., gaining the foundation of 
his shoe experience while with a shoe 
manufacturing concern in Chicago. 
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HEADED YOUR WAY 
MODERN 


«.-One of the 


MISS representatives 
with a new fall line brim- 
ming over with fresh, 
sparkling style ideas in 
Dress Shoes. and snappy 


innova- 


attention-getting 

tions in Sport Welts. 
bash ihias Gian this wb Wied ihioks vat mm 
array of outstanding fashion highlights in both 
dress and sport numbers. 
MODERN MISS shoes for fall will make CUS- 
TOMERS out of SHOPPERS on sight. 
Sport Welts, $2.00—$2.40—$2.50—a few at $2.60 
Dress Littleways, $2.65 — $3.00 — some at $3.15 

appeal, MODERN oe maintains “TIME 


ESTED" 
Taste ——- ideals . 
Combina tion 


. Anchored Steel 
Right and Lett 


Lasts . 
eee . soles “TORTURE ROLLED” for flexibility 
. Long Wearing bottoms. 


ih dard Ol being © MOBENI S08 sopresontative te 
your store ahead of schedule. 


HUTH & JAMES SHOE CO. 


MILWAUKEE, WISCONSIN 


Step out with 


Wh iat Hea 








Tanners’ Goal Thttecsee 
Drop in April Production 


New YorkK—According to the Tan- 
ners’ Council of America, shoe produc- 
tion in April is estimated at 31,500,000 
pairs, which compares with an output 
of 33,058,000 pairs in April, 1939. The 
decline of 4.7 per cent in April, how- 
ever, is lower than the average decline 
from last year of 8.0 per cent during 
the first quarter. 

For the year to date shoe production 
totaled 134,986,000 pairs, a decline of 
7.2 per cent from output in the same 
period of last year. Trade reports ex- 
press greater optimism in the outlook 
for the remainder of the year. It is 
stated that unfavorable weather may 


have hindered Spring business, but 
that trade has currently improved. Fur- 
thermore, retailers’ inventories of Fall 
and Winter shoes are moderate, and an 
active production season is, therefore, 
anticipated. 

Including estimated April output, the 
four months’ total this year compares 
es follows with previous years: 1940, 
134,986,000 pairs; 1939, 146,058,000 
pairs; 1938, 127,048,000 pairs; 1937, 
162,970,000 pairs, and 1936, 134,632,000 
pairs. 


Appointed Vice-President 
Of Chicago Travelers 


Cuicaco, ILL.—Mark Constantine has 
been appointed vice-president of the 


Chicago Shoe Travelers. Mr. Constan- 
tine, who represents Roberts, Johnson 
& Rand, is filling the position of Hugh 
Estes, who resigned because he has left 
the shoe business for another field. Mr. 
Constantine’s place on the board of 
directors of the organization is being 
filled by Joseph Algier, who travels for 
the Huntington Shoe Company. 


Convalesces from Operation 


AuBURN, N. Y.—Friends of Leon 
Caplin of the I. Cohen Shoe Store, 
Auburn, will be glad to learn that he 
is on the rapid road to recovery after 
a recent operation for appendicitis. 


Bata Company Fined for 
Wage-Hour Act Violation 


BALTIMORE, Mp.—The Bata Shoe 
Company, in the United States District 
Court, here, pleaded guilty to violating 
the Wages and Hours Act and sub- 
mitted to a fine of $8,000 by Judge Cal- 
vin W. Chestnut, on Friday, May 17. 

The method of prosecution employed 
by the Federal officials permitted the 
case to be tried without indictment. 
An information had been filed al- 
leging five specific violations of the 
law. The information charged the Bata 
Company with violating the minimum 
wage provision, the maximum hour pro- 
vision, falsification of accounts, failure 
to keep proper records and shipping in 
interstate commerce goods produced in 
violation of the law. The fine was im- 
posed on the fifth count with nominal 
fines of $1 on the other counts. 

The Government attorneys cited spe- 
cific instances of law violations. They 
told the court that, although each em- 
ployee was given a time card which he 
kept and recorded, the records of the 
company were at wide variance with 
the cards. They said that, although the 
records of the company showed that 
workers had labored only forty-two 
hours, the employees had actually 
worked much longer. 

Attorney Robert H. Archer, repre- 
senting Bata, asserted that the com- 
pany had spent about $2,000,000 on the 
Belcamp, Md., plant and already had 
employed 1000 workers and planned 
to hire more, and he told how the war 
had harassed the Bata business. He 
said that one of the plants in Holland 
had been recently bombed, and he in- 
formed the judge that the company 
was having difficulty filling contracts 
in seventy-eight countries because of 
the many hardships. The fact that the 
general manager of Bata, John Hoza, 
was compelled to be so frequently ab- 
sent from the plant, added to the gen- 
eral confusion over the law, it was 
pointed out. Attorney Archer said that 
it was believed by some of the foreign 
employees that the law did not apply 
to foreign workers in this country. He 
added that all of the falsifications were 
committed by Czecho-Slovakian em- 
ployees and not by Americans. 
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Members of the Southwestern Shoe Travelers Association don some local atmos- 
Phere while planning out the room arrangements for their forthcoming Fall show. 
Left to right, sitting: W. T. Mitchell, secretary-manager; J. H. Sullivan, past- 
president of the group: Nat Cohen, president. Standing: A. E. Allen, vice-presi- 
dent; Duke Segrest, office manager Adolphus hotel; R. T. McCrary, chairman of 


the room committee, and Walter B. Taylor, vice-chairman of the room committee. 


DALLAS, TEX.—Plans are rapidly tak- 
ing shape for the Fourth Annual Fall 
Shoe Style Show, sponsored by South- 
western Shoe Travelers Association, 
which is to be held at the Adolphus 
Hotel in Dallas, June 2, 3, 4 and 5. 
Officers of the association met with 
the members of the room committee in 
Dallas, May 14, to complete details for 
the show and assign sample rooms. 

According to W. T. Mitchell, secre- 
tary and manager of the association, 
more than 200 lines of all types and 
prices of men’s, women’s and children’s 
shoes will be on display at the show. 

“This showing permits the buyers 
and merchandise men to meet and 


analyze the style situation in connec- 
tion with their particular local prob- 
lems and thereby place their orders 
more intelligently and earlier in the 
buying season, thus assuring beiter de- 
liveries,” says Mr. Mitchell. 

Attendance is not confined to mer- 
chants from this section, as the South- 
west’s reputation for showing the new 
things first has resulted in buyers from 
other sections of the nation visiting the 
show. 

Not only has the Southwest meeting 
gained recognition because of its im- 
portance in the shoe industry, but it 
also occupies a well-earned reputation 
for its hospitality. Monday evening, 


June 3, a buffet dinner, dance and 
good-will get-together will be held. 

A Spring Shoe Style Show is held 
each year in January, in connection 
with the annual convention of the 
Texas and Oklahoma Shoe Retailers 
convention. Four years ago, the idea 
of holding a Fall Shoe Style Show in 
Dallas was instituted and the show 
has been growing in importance and 
attendance each year. 

This year’s show is being directed by 
Nat Cohen, president; Al Allen, vice- 
president; W. T. Mitchell, secretary 
and manager; E. H. Muse, treasurer, 
and Charles Gross, chairman of the 
board. 


Beaumont Named to Retailers’ 
Executive Council 

ROCHESTER, N. Y.—Ernest N. Beau- 
mont, whose retail shoe store is at 30 
Maiden Lane, Albany, has been ap- 
pointed a member of the Executive 
Council of the New York State Shoe 
Retailers Association to fill the vacancy 
caused by the death of T. Arthur Cohen 
of Albany. 

Mr. Cohen was a past-president of 
the state association, and that office 
has also been held by Mr. Beaumont. 
John A. Beaumont, his son, who is as- 
sociated with him in business, is first 
vice-president of the association. 

Howard G. Cohen, brother of T. 
Arthur Cohen, has been named a direc- 
tor to fill the unexpired term of the 
latter. 


Celebrate Silver Anniversary 


St. Louis, Mo. — Ben Rosenberg, 
buyer for Tober-Saifer Shoe Company, 
St. Louis, and his wife recently cele- 
brated their 25th wedding anniversary 
at the Forest Park hotel, here. Ap- 
proximately 200 friends gathered with 
Mr. and Mrs. Rosenberg in honor of 
the celebration at the hotel. 
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The Genuine 
STADIUM 
BOOT 


Worn By The 
SMART 
SET 


Genuine Stadium Boots* are manufactured 
exclusively by the originators of this smart 
footwear, Consolidated Slipper Corporation 
of Malone, New York, and each boot carries 
the genuine Stadium Boot label. They have 
often been imitated but never duplicated, 
and are backed by years of experience. These 
boots have been accepted by the leading 
stores as the standard for this type of foot- 
wear. The prices range in Ladies’ from $2.65 
to $6.75 and in Men’s from $3.15 to $6.95. 


CONSOLIDATED SLIPPER CORP. 


* Trade Mark Reg. Malone, New York 
xkKkke* 
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THESE WORLD FAMOUS 


ENGLISH 
RIDING 
BOOTS 


ARE MADE IN ENGLAND 
BY MASTER CRAFTSMEN ONLY 


IN STOCK 


ALL WIDTHS 


ALSO FIELD, AVIATOR & 
JODHPUR BOOTS 


MANFIELD & SONS 


325 ARCH STREET 
PHILADELPHIA, PA. 
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EASTERN 
COMMERCIAL TRAVELERS 


Mutual Company © No Agents © No Branch Offices 
MASSACHUSETTS CO., INC., 1894 








ACCIDENT POLICY PAYS| HEALTH POLICY PAYS 
$25.00 $10.00 
Per Week Per Week for 
for Confining Non-confining 
Sickness Sickness 
Estimated Annual Cost $15.00 | Estimated Annual Cost $18.00 











PAYS WHILE YOU ARE LAID UP 
are PAYS FROM THE FIRST DAY OF DISABILITY 
45 YEARS OF UNFAILING SERVICE 


No Policy Is Cancelled, Rates Increased, or Benefits 
Reduced on Account of Any Agel 
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<> 


Consult the CLAS- mo? 
SIFIED PAGES of 
Boot and Shoe Recorder. 


“Road” and “Inside” Men turn 
to these pages for worthwhile 
connections. 


INEXPENSIVE! 
EFFECTIVE! 


BOOT AND SHOE RECORDER 
Classified Advertising Dept. 
239 W. 39th St.. New York, N. ¥ 
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The Illinois Shoe Travelers Association will take an active part in the convention 
to be held by Illinois shoe retailers at the Faust Hotel, Rockford, June 2, 3 and 4. 
Above photo shows officers of the travelers association photographed at a recent 
meeting, as follows: Left to right—C. A. Swanagan, president: R. Lipps, trea- 
surer; Paul Schmidt, director; O. B. Boyd, secretary, and H. Dreyfus, director. 
The convention will be opened with a welcome dinner Sunday evening, June 2; 
there will be a business meeting Monday morning and a banquet and. style show 
Monday night. Monday afternoon and Tuesday will be left open for retailers to 
inspect manufacturers’ lines, of which it is expected approximately 100 will be 
represented at the Faust Hotel. 





Whites Moving in Chicago 
Despite Adverse Weather 


Cuicaco, ILL.—Despite decidedly un- 
favorable weather conditions, whites, 
all other types of Summer shoes, and 
play shoes, are now topping retail shoe 
sales in this area. Cold and rainy days 
in May have kept white sales thus far 
below the volume for last year, al- 
though sales have spurted on the few 
warm days. Although all whites are 
the largest sellers, whites in combina- 
tion are gaining rapidly in demand, not 
only in spectators, but also in wedge 
models. Black Summer suede in inter- 
esting wedge and heel adaptations, 


*. bright colors and bright color combina- 


tions are also selling. Black suedes are 
also being promoted with sandal wedges 
of three contrasting colors. Several 
shops are promoting hats and shoes to 
match in bright stripes and plaids. 


Advance Registrations Foretell 
Successful Michigan Show 


Detroit, MicH.—The heavy advance 
registrations already made would in- 
dicate a very successful Michigan Shoe 
Travelers’ Fall Shoe Fair, July 7 and 
8. Headquarters for the Fair will be 
at the Hotel Statler, Detroit. 


Fred Marx Named 
Weyand Sales Manager 


St. Louris, Mo.—Fred Marx has re- 
cently been appointed sales manager 
and in charge of styling for the Weyand 
Shoe Company, here. 

Mr. Marx was previously connected 
as sales manager with the Independent 
branch of the Hamilton-Brown Shoe Co. 


SANDALS 


Fern 
IN STOCK 





White Kid, Draped ' i 
—White Linen, Draped......... 
—-White Satin, Draped 

21/8 Louis Heel 
S and M Widths 





White Kid, Draped...........$2.10 
White Linen, Draped....... ‘ 
White Satin, Draped 

16/8 Cuban Heel 

8S and M Widths 


Write Today for Our Catalog 


. HANNAHSONG 


HAVERHILL, MASS. 
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MR. LEWIS, | BELIEVE IT 
WOULD OVERCOME THE TROUBLES WELL, JOHN, 
WE EXPERIENCE ON BROKEN BREAST I'VE BEEN 
FLAPS IF WE INSISTED ON HAVING THINKING THE 
MORE OF OUR SHOES MADE WITH SAME THING. 
BREASTLOCK HEELS ~ AND LET’S DO IT. 
THAT WOULD ELIMINATE MOST OF 
OUR CUSTOMER COMPLAINTS. 


The Breastlock feature prevents heels from pulling 

away at the back, strengthens the shank, and helps the 

shoes hold their shape longer. Now that short soles are BREASTLOCK 
available from many sources, Breastlock heeled shoes emameesann 

should cost no more than those with Louis or Boulevard HEFLS 

Heels — some cost less. 


F.W. MEARS HEEL COMPANY, Inc. 


140 FEDERAL STREET BOSTON, MASS. 
Factories at Auburn, N. Y., Columbus, Ohio, Conway, N. H., Lawrence, Mass., St. Louis, Mo. 
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BLACK SHADOW KID 


Foreshadows Fall Shoe Trends... 


Black Shadow Kid reflects the strong interest in darks—darks that are 


somber but subtly highlighted. Fashion predictions have specified the 
importance of soft, supple Black Shadow Kid. Wherever outstanding 
shoe lines are shown, Black Shadow Kid holds a significant spot. It is 
adaptable to the smooth lines and individualizing touches of Fall shoe 
designs. Whether used for the entire shoe or in combination, Black 


Shadow Kid is a fashion leader in a black volume year. 
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Mexican Huaraches 


Children's Shoes 


Dr. C. A. Haines 








Goldstein Covers 


New York Territory 


NASHVILLE, TENN.—Newest addition 
to the sales force of the Richland and 
Davidson Shoe Company divisions of 
General Shoe Corporation, here, is Sam 
H. Goldstein, who will act as represen- 
tative for Fortune and Davidson men’s 
shoes in New York City. 

No stranger in his territory, Gold- 
stein brings to Fortune and Davidson 
dealers in New York City some fifteen 
years of valuable men’s dress shoe sell- 
ing and merchandising experience. 


Purchase Eby Store 


For Branch 


YoOuNGSTOWN, OH10—Strouss-Hirsh- 
berg Co., Youngstown department store, 
has purchased the William Eby Co., 
Warren, Ohio, which it, will remodel 
and operate as a branch. Firm also 
operates a branch in New Castle, Pa. 
The Eby store has occupied the location 
at Market Street and Park Avenue, 
Warren, for 31 years. 
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Walter C. Roose Sales 
Manager for Daly Bros. 
Boston, Mass.—Daly Brothers Shoe 
Co., Inc., with six large factories in 
New England, the South and Middle 
West, and hitherto engaged in manu- 
facturing unbranded lines of men’s and 
boys’ shoes, announces the purchase of 
the Jack Young Shoe Corporation, well- 
known Boston wholesale house; the 


WALTER C. ROOSE 

Sales manager of newly-formed Marion 
Shoe Division of Daly Bros. 
merging of this corporation with a 
newly-organized direct selling organi- 
zation, the Marion Shoe Division, and 
the establishment by this division at 
Marion, Ind., of a large in-stock depart- 
ment from which will be distributed to 
the retail trade two entirely new 
branded lines of dress shoes for men. 
Included, also, will be a line of work 
shoes and a short line of dress shoes 
for boys. 

These new lines, flexible welts to be 
known as Air-O-Magic shoes, and flex- 
ible McKays, to which the name Cush- 
ion-Magic has been given, will be priced 
to retail at from $2 to $4. In addition 
to extreme flexibility, there have been 
incorporated in both lines features 
which make for unusual comfort and 
durability and which are usually found 
only in shoes selling in higher-price 
brackets. 

The staff of salesmen of the Jack 
Young Shoe Corporation, augmented by 
a number of others to tctal about thirty 
men, will leave for their territories with 
their new samples about June 1. The 
new lines will be ready to ship about 
July 15. The entire country will be 
covered east of Denver, Colo. 

In charge of merchandising these 
lines to the retail trade, with the title 
of sales manager, is Walter C. Roose, 
who has been active in the shoe busi- 
ness since boyhood, and who, in com- 
paratively recent years, has held sev- 
eral responsible positions. At one time 
he was in charge of the Beacon Shoe 
Stores, owned and operated by the F. 
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There’s an 


“IDEAL” 
MARKET 


right in your town 


Each week hundreds of 
young children step from 
Mrs. Day's Ideal Soft Soles 
right into juvenile shoe de- 

rtments where Mrs. Day's 
Flexible Walking Shoes are 
sold. From experience their 
parents appreciate the de- 
pendability and satisfaction 
assured by the recognized 
Ideal trade-mark. With the 
Ideal line you get a share of 
that new business . . . start 
many a new, long term cus- 
tomer. For complete details 
... and catalog 


write to 


MRS. DAY'S 


IDEAL BABY SHOE CO. 
DANVERS, MASS. 























M. Hoyt Shoe Co., of Manchester, N. H. 
Later he was made sales manager of 
the A. J. Bates Shoe Co., of Webster, 
Mass., then president and sales man- 
ager of the Capitol Shoe Corporation 
of Augusta, Me.; some time later sales 
manager of the Winthrop Shoe Com- 
pany, division of the International Shoe 
Company; and most recently sales man- 
ager of the Skyrider boys’ shoe division 
of the General Shoe Corporation of 
Nashville, Tenn. 


Opens New Store 


New IseriaA, La.—Claude Guidry re- 
cently opened a modern store carrying 
Paris Fashion Shoes. Mr. Guidry is 
well known in this section, having spent 
the last 12 years in the shoe business. 
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YES, AND 
SAM, WITH MORE 
THAT’S THAN THIRTY FIVE 


YEARS EXPERIENCE 
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MANAGER OF THE cOomPETENT AUTHORITY 
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York Shoe Retailers 
Re-elect President 


York, Pa.—Mose Leibowitz was re- 
elected president of the York Shoe 
Retailers Association when the organi- 
zation recently resumed its activities 
after a lull of nearly a year. Samuel 
A. Bruggeman, dean of all shoe men in 
the city, and a past-president, was 
elected president emeritus of the or- 
ganization. Other officers elected were: 
vice-president, Willis Gilbert; secre- 
tary, Charles Martin; and treasurer, 
Michael Britcher. 

Guest speakers at the meeting in- 
cluded Ellis Schwartz, of Morse and 
Rogers, New York City, who discussed 
the many new styles being produced by 
the manufacturers, and James J. Jami- 
son, Philadelphia, representative of the 
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Huaraches Found in New Versions 


Several new versions of the Mexican huaraches for men and women in white, 
natural and interesting combination treatments. 


New York—Fred Leighton, pioneer 
in all things Mexican, an early importer 
of the native huarache, has recently 
returned from Mexico, where he has 
been completing arrangements for the 
importation of huaraches in far greater 
quantities than in previous years. This 
Spring many new versions of the basic 
huarache appear, including an open 
sandal which has found great favor on 
Southern beaches. From reports com- 
ing from the South, where there has 
been an unusually great demand for 
huaraches during the current Winter 


and Spring months, there is every rea- 
son to believe that the native Mexican 
huarache will be favorite play shoe 
during the 1940 Summer season. 

Made entirely of leather, they wear 
longer than sandals many times their 
price, being soft and pliable, they give 
the maximum in comfort, being loosely 
though strongly woven, they are cool 
for the warm Summer months, and be- 
ing native and hand made, they have 
an individual air suggestive of Old 
World leisure. 





Goodyear company, who told of the 
new rubber footwear styles. 

New Summer styles for men and 
women were discussed in a round table 
conducted after the business meeting. 

The organization went on record 
unanimously favoring the postpone- 
ment of white shoe sales until after 
August 1, expressing the opinion that 
the great number of white shoes sold 
in July makes that date early enough 
for any sales. They also petitioned the 
Retail Merchants Bureau of the York 
Chamber of Commerce to insist that 
all merchants adopt the regular sched- 
ule of retail shopping hours, opening 
and closing at the same hours. They 
also protested the practice of local 
manufacturers selling merchandise to 
the public through their employees. 

The meeting was held in the new, 
modern store of the Edward Reineberg 
Company, one of the most modern in 
the state, and after the meeting the 
members made a thorough inspection of 
the place. 


Jimmy Salzman Organizes 
New Jobbing Firm 


New York—Jimmy Salzman, well- 
known in the shoe industry as manu- 


facturer, resident buyer, jobber and 
exporter, who recently resigned from 
Salzman Bros., where he held the posi- 
tion of buyer and partner, has gone 
into business for himself. The new 
firm, Jimmy Salzman Shoe Co., is lo- 
cated at 45 West 34th Street, New York 
City. hs 

Mr. Salzman and associates are job- 
bing lines of branded and unbranded 
shoes. 


Houston Store Opens 
Women’s Department 


Houston, TeExaS—A French Booterie 
has been opened by The Alaskan Fur 
Company after 40 years as an exclu- 
sive fur and ladies’ ready-to-wear 
store. It is one of the most exclusive 
siores in the South catering to women 
in the high price field. 

M. S. Sharp owns the French 
Booterie which will also feature a 
glove, bag and hosiery department. 

Mr. Sharp was formerly manager of 
the Vogue Shoe Stores and of Palter- 
De-Liso at The Fashion at Houston. 
He came to Houston from New York 
where he was associated with I. Miller, 
Ben Lewis and Andrew Geller. 
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New Slipper Firm Busy 


BomsBay, N. Y.—The Shields Slipper 
Corp. which was recently organized by 
F. J. Shields, former pariner in the 
Consolidated Slipper Corp., has recent- 
ly added new equipment so as to in- 
crease its daily production. 

Mr. Shields, president of the Shields 
Slipper Corp., started the business a 
short time ago after selling out his 
interest in the Consolidated Slipper 
Corp. and since that time the business 
has made rapid progress. When he 
left the Consolidated firm, the latter 
moved all its manufacturing equipment 
to the plant at Malone, N. Y., leaving 
the plant at Bombay vacant. Mr. 
Shields leased this plant and equip- 
ment and organized the slipper busi- 
ness of which he is now president and 
treasurer. Other officers in the firm 
are A. B. Savage, vice-president, and 
J. H. Dingle, secretary. 


New Member of 
Hole-in-One Club 


MILWAUKEE, Wis.—Charles Ortgie- 
sen, president of the Mid-States Shoe 
Co., here, scored a hole in one at the 
Blue Mound Country club, here, April 
21. It was the first ace for the shoe 
tycoon in 10 years of play, and he was 
the first private club member in Mil- 
waukee to score a hole in one this sea- 
son. The nifty shot was delivered with 
a No. 6 iron on the 165-yard eighth hole. 


Rice Represents Brown Shoe 
Co. in Kentucky 


St. Louis, Mo. — Walter Rice of 
Louisville, Ky., has recently made a 
connection with the United Men’s Divi- 


WALTER RICE 


sion of Brown Shoe Company to rep- 
resent them in that vicinity. Mr. Rice 
has a host of friends in the men’s shoe 
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business and well and favorably known 
in that section. He formerly was con- 
nected with the Weyenberg Shoe Mfg. 
Co., of Milwaukee. 


Moulton-Bartley Men Back 
in Territories 


St. Louis, Mo.—Following the semi- 
annual sales conference at headquar- 
ters, Moulton-Bartley, Inc., introduced 
their new Fall line to the trade the 
second week in May. Douglas Bartley 
states that the company has planned 
the most aggressive sales drive in its 
history and has built a line that will 
fully support such a plan. Following 
is a list of the Moulton-Bartley sales 
force: Frank Butterworth, Denver to 
the West Coast; B. F. Farnham, New 
York State and New England; William 
J. Galway, Pennsylvania, New Jersey 
and New York City; Ray Glascock, Min- 
nesota, Iowa, Nebraska, North Dakota 
and South Dakota; George W. Morgan, 
Ohio, West Virginia, Michigan, part of 
Indiana and part of Kentucky; N. K. 
Morris, Arkansas, Louisiana, Missis- 
sippi, Alabama and Tennessee; Paui 
Shath, Maryland, Virginia, North Car- 
olina, South Carolina, Georgia and 
Florida; Walter Taylor, Texas and Ok- 
lahoma; J. D. Bartley, Kansas, and 
R. D. Cushman, Illinois, Wisconsin, 
Missouri, part of Indiana and part of 
Kentucky. 
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Move to Modern Store 


MIssouLI, Mont.—Savon Shoe Store 
has moved from their old location into 
new quarters and now have one of the 
most modern shoe establishments in 
this vicinity. A liberal use of fluores- 
cent lighting fixtures adds consider- 
ably to the attractiveness of the store. 
George Foreman is manager, assisted 
by Mrs. Foreman and two salesmen. 
Mrs. Rose Caple has charge of the 
hosiery and handbag t. This 
is one of the group of Savon Shoe 
Stores owned by Walker Bros., whose 
headquarters are in Spokane, Wash. 
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P. J. Watson with 


J. M. Connell 


New York — P. J. Watson, well- 
known shoe man in this territory, has 
recently joined the sales staff of the 
J. M. Connell Co., South Braintree, 
Mass., manufacturers of women’s welts 
and riding boots. He will represent the 
line in the principal cities in the Mid- 
west territory. 


P. J. WATSON 


Mr. Watson is well experienced in 
women’s quality lines. He was former- 
ly a partner in the Lounsbury-Mathew- 
son Co., South Norwalk, Conn. Later 
be was with E. P. Reed & Co., Roch- 
ester, N. Y., for several years in the 
metropolitan New York territory and 
with P. T. Hallahan & Sons, Phila- 
delphia, Pa. 

All of Mr. Watson’s shoe activities 
have centered around the New York 
market and his new line marks his first 
venture in the Midwest territory. He 
will, however, make his headquarters 
at the New York headquarters of the 
firm in the Marbridge Building. 


Selby Announces 
Contest Winners 


PorTSMOUTH, OHIO — Four Midwest- 
erners and one Californian won the 
five major prizes in the nation-wide 
“Tested Selling Sentences” contest for 
Styl-Eez shoes conducted among retail 
salespeople by the Selby Shoe Company, 
it was announced by W. F. Hooley, 
manager of the Styl-Eez division of the 
company. 

The first five winners received cash 
prizes of twenty-five dollars each. In 
addition, there were ten prizes of fif- 
teen dollars each; ten of ten dollars 
each, and twenty of five dollars each. 

Contestants were furnished with 
entry blanks and were requested to 
write simply and sincerely, in their own 


words, their favorite tested Styl-Eez 
selling sentences. 

First prize winners were Claude E. 
Lyles, Swope Shoe Company, St. Louis; 
Andrew F. Hubert, Winkler’s, Glen- 
dale, Calif.; Robert Brownlee, T. A. 
Chapman Company, Milwaukee; Wil- 
liam H. Art, Mabley & Carew Com- 
pany, Cincinnati; and Carl Dunmire, 
Welch Brothers, Fort Dodge, Iowa. 


Accessory Meeting Discusses 
Gloves and Shoes 


New YorK—At a recent luncheon of 
the Accessory Division of the Fashion 
Group, gloves and shoes for Fall were 
the topics of discussion. Miss Hazel 
Howard talked on the American glove 
market. While giving full credit to 
foregn manufacturers, the speaker 
pointed out the improvements in Amer- 
ican glove making, which make domes- 
tic gloves the equal of any in the world. 
Eight basic colors are closely coordi- 
nated with shoe colors—Conga brown, 
bluejacket, gray, red port, cordovan 
brown, promenade green, toffee tan 
and an amber tone. Four “cosmetic” 
shades range from mauve to strawberry 
to geranium to cardinal. The influence 
of Paris colors is reflected in four 
other shades which include a dark olive 
tone, a peacock blue, and a new mus- 
tard. 

Miss Ruth Kerr reported on Fall 
styles seen at the recent shoe manufac- 
turers’ openings. There are party lines 
in shoe styles as well as in politics, 
she said. This year shoe manufacturers 
are conservatives, liberals, or on the 
fence, partly conservative, partly lib- 
eral. Highlighted in her speech were 
elasticizing, pumps, side gores, suede, 
black—which is expected to account for 
90 per cent of the early business. The 
remaining 10 per cent is expected to 
go to wine, brown, gray in combina- 
tion with cordovan. There will also 
be black combined with red, wine, olive 
green and a little bright blue. “Foot 
shape” lasts will continue, giving a 
broad look to the foot. Pattern interest 
is in toes and heels, with many varia- 
tions on the wedge heel. “Conversation 
pieces” are bows—huge draped ones, 
fluffy ones with large, all-over perfora- 
tions. There are side swooping lines, 
bloused front tongues, Venetian boots, 
stepins with the Damascus silhouette, 
plastics in heels and ornaments. Bind- 
ings are very important. 


Slater Miami Store Moved 


MiaMI, Fia. — Slater’s Shoe Shops, 
Inc., which has for many years been 
located at the Flagler Street entrance 
to the Seybold Arcade, has relocated 
and is now operating in a new shop 
just completed at 115 E. Flagler Street, 
next to the First National Bank. The 
new shop has been furnished with latest 
type fixtures, is finished in soft pastel 
tones and is air-conditioned. Approxi- 
mately $10,000 was spent in remodel- 
ing and equipping the building. 
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IN THE SPRING 





Tue minute a skier puts his equipment 
eway for the year, he begins thinking 
about his needs for the next season. 
The moral? Place your order for better 
Bass Ski Boots now! 


Bass Boots have been the No.1 choice 
of skiers for years . . . skiers from dud 
to pro. And the model shown proved to 


Get ready for big winter sales now. Send 
for FREE catalog of Bass Ski Boots and 
other Bass Outdoor Footwear. G. H. Bass 
& Company, Dept. 43, Wilton, Maine. 














Expect Record Attendance 
At N. Y. S. Convention 


Rocuester, N. Y.—Attendance 
records at the convention of the New 
York State Shoe Retailers Association 
at Syracuse, June 16 and 17, will be 
broken, in the opinion of Ernest N. 
Park of that city, chairman of the 
convention committee. 

This conclusion was reached after a 
visit through a large section of the 
state in which he met many shoe men. 
They said they are going to be in 
Syracuse. Also, he believes, there will 
be more buying than in previous con- 
ventions due to the changed date. 

Now is the time for Fall buying, he 
stated, and the samples from more than 
100 shoe factories will be spread out on 
three floors of Hotel Syracuse for vis- 
itors to inspect, compare values and 
buy. 

Plans were being made for a lunch- 
eon for salesmen for shoe factories on 
the opening day of the gathering, but 
they were vetoed by the majority. They 
did not want to spare that time from 
“prospects.” 

President Ernest R. Park of Roches- 
ter announces that the subject on 
which Ira Berman of Rochester, one of 
the instructors in the school of better 
merchandising in shoe stores will speak 
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Modern Front on Billings, Montana, Store 


Billings, Mont.—The Boot Shop, formerly the Billings Boot Shop, started the year 
right by installing a modern new front on their store at 120 N. Broadway, here. 
The new front is of black glass with trimmings and invisible awning cover of 
aluminum. The outstanding neon sign is of the latest design and above the sign 


the front is completed with glass bricks. 


L. S. Wolcott is manager of the shop. 





at the forum following the luncheon 
on Monday, will be “Profits.” 

He will endeavor to answer ques- 
tions concerning methods which may be 
pursued in making profits. 

President Park announces the fol- 
lowing convention committees: Nomi- 
nation of officers, William Pidgeon, 
Rochester, chairman; Leslie Gardner, 
Oneonta; Henry Merton Smith, Penn 
Yan; Jesse Adler, New York; Edward 
M. Flynn, Niagara Falls; Committee 
on resolutions: Ernest A. Beaumont, 
Albank, chairman; Lyle E. Weaver, 
Binghamton; J. L. Patton, Schenec- 
tady; Watson A. Butts, Fulton; and 
Joseph F. Hart, Elmira. 


J. A. Lingg with Schwartz 
& Benjamin on Coast 


New YorK—Joseph A. Lingg, for- 
merly associated with Laird, Schober 
& Co., is now connected with Schwartz 
& Benjamin, Inc., and will represent 
them on the Pacific Coast. 


Brumlik Expands Business 


Cuicago, Itt.—Harry Brumlik, own- 
er of one of Chicago’s outstanding 
neighborhood shoe stores, has recently 
expanded his business to include shoe 
sections in several of the city’s out- 
lying department stores. He has just 
opened an attractive first-floor shoe de- 
partment in the newly opened Rogers 
Department Store, 5613 Belmont Ave- 
nue. The store is in a new building and 
completely air conditioned. He will fea- 
ture a complete line of family shoes. 
He is also taking over a women’s and 


children’s shoe department in Abram’s 
Department store at 4740 N. Lincoln 
Avenue. 


Sell the Cream 0’ the Crop uth 
your X-RAY Fitting Service 


@ In changing to casual summer foot- 
wear, do not let your customers disre- 
gard the standards of proper fit and 


adequate support. 

@ Parents of young children, particu- 

larly, should be the igpestnnse of 

having vacation shoes X-Ray Fitted. 
@ They will reward you 
by buying better quality 
«by continued patron- 
age that means profitable 
dias ume. 
Buy Out of Inventory 
Put X-Ray Fitting to work -- 
without increasing your ca”- 
ital investment. Ask us how — 


X-RAY SHOE FITTER, Inc. 
3533 North Palmer Street 
Milwaukee * Wisconsin 
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SALESMEN WANTED 


LINE WANTED 


POSITION WANTED 





SALESMAN wanted in Chicago and Pittsburgh 
and surrounding territories to sell medium 
grade Pre-Welt shoes to reliable retail and de- 
partment store trade. Can be carried with non- 
conflicting line. Strictly commission basis. Ad- 
dress $732, care Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





WANTED—An experienced salesman for Wo- 
men’s shoe lasts in New England territory. 
Write $731, care Boot & Shoe ne 239 
West 39th Street, New York City, N. Y., giv: 
ing complete chronological experience. 





S ALESMEN: For in stock line of men’s and 
women’s hard and soft sole eves, on 
pee | commisssion basis. Must te, ootesty 
with non-conflicting line. Give full 
particulars in application, age, experience and 
ine you now represent. ‘Territory open, Arkan- 
sas, aos = Louisiana, Mississippi, Wiscon- 
sin, Idaho, Indiana, Iowa, Nebraska, Kansas, 
Minnesota, Oklahoma, California, Oregon, Mon- 
tana, Washington, Utah. Address $740, care 
Boot and Shoe Recorder, 140 Federal St., 
Boston, Mass. 


ALESMEN WANTED—to carry manufac- 

turer’s line of goodvear welt dress shoes to 
retail from $3.00 to $3.50. Limited territories 
available. Address $743, care Boot and Shoe 
Recorder, 140 Federal St., Boston, Mass. 








SALESMAN, Tennessee, Kentucky, to sell 
large popular price general line Misses’, 
Children’s, Ladies’ sports, Men’s, Boys’. Man 
who has following and lives in territory. A. 
Schwartz & Sons, 400 Arch Street, Phila., Pa. 

ALESMAN WANTED—For Eastern Penn- 

sylvania territory to represent large New York 
Distributor of Men's and Women's Shoes— 
retail prices $3.00 to $5.00. Established busi- 
ness in territory. Men who apply must be 
acquainted with trad- and furnish references 
Address 2753, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


XPERIENCED live wire salesmen. Capable 

men to sell a fast style line of women’s in- 
stock riovelty footwear to retail from $1.49 to 
$1.98. Commission basis only. Please give full 
details as to age, experience, territory covered, 
and present and previous employment. Boston 
al Shoe Corp., 120 Lincoln Street, Boston, 
Mass. 








FOR SALE 


FOR SALE: THE ONLY oe STORE IN 
AN OHIO TOWN of population. 
Doing $10,000 volume. Betabtished 22 months 
and averaged over $40.00 per week clear of 
expenses. Beautiful business room. Will sel! 
stock and new wy for $2,700 cash. Address 
$752, care Boot & Shoe pragunter, 239 West 
39th Street, New York, N. 


For SALE: eee profitable modern 
_ family shoe store. f the best Wiscon- 
sin industrial cities. Do at » b $21,000 cash 
business this year. Clean inventory; low fix- 
ture cost. Run about $6.000 cash. Address 
2749, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 














A® alert, well-established selling organization, 
headquarters m New York and offices in 
Boston, Baltimore, Cincinnati, Milwaukee and 
St. Louis is desirous of securing non-conflicting 
materials or findings for distribution to Shoe 
Manufacturing plants all over the United States. 
Commission basis; excellent knowledge of in- 
dustry through 25 years of finest contacts; can 
develop exceptional sales for your product. Wire 
or write. Address 2755, care Boot & 

ele 239 West 39th Street, New You 


. 

WM. NEUSTADT, leaving Belle Craft 

* Slip Corp. is now considering new 
lines of Letter made hard sole slippers on strictly 
commission basis. No drawing. Associated 
with above approximately 10 years—catering to 
chain stores, department stores throughout the 
country; Resident offices, Mail Order and all 
good users originating contact in Metropolitan 
area. Only factories of sound financial standing 
considered. Capable volume production of quality 
footwear. No traveling. Write or phone B. W. 
Neustadt, 190 E. Mosholu Parkway South, 
Bronx, New York. Raymond 9-2268. 





HELP WANTED 


ANTED—AN experienced shoe stylist who 

has styled different price groups of Women’s 
shoes. Write $730, care Boot & Shoe Recorder, 
239 West 39th Street, New York City, N. Y., 
giving complete chronological record of experi- 
ence. 











WANT TO LEASE 


WE ARE INTERESTED IN LOCATIONS 
for several Women’s Shoe Departments. Ad- 
vise details. Address 2754, care Boot & Shoe 
oe 239 West 39th Street, New York, 








Do you Need a high grade 
PORTER OR MESSENGER! 
Owing to circumstances, through no fault of his 
own, a man (colored) of good education and thor- 
oughly reliable in every respect is open for a posi- 
tion. Any concern in New York or vicinity desiring 
a highly honest person, who has served 12 years in 

his present position and will be well recommended 
please communicate with 
Address 750, care BOOT & SHOE — 








239 West 39th Street, New York, 





HOE MERCHANDISER, Buyer, Salesman, 

Window trimmer for department store and 
popular priced shoe store; 10 years experience; 
Married; Age 30; Available immediately; Prefer 
West Coast. Julius Smith, 4573 Hawley Blvd., 
San Diego, Cal. 


YOUNG MAN wants responsible position, 12 
years’ experience specializing in high grade 
footwear, thorough knowledge managing—mer- 
chandising—buying—promotion, styling, fitting. 
Desires change. Finest references available to 
right party. Address $751, care Boot & Shoe 
penegeee, 239 West 39th Street, New York, 
nm. Be 








~ WANTED TO PURCHASE 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over. Enna-Jettick, Vital- 
° Queen Quality, Bos 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 
t RY! vi PJ ‘5 us B! IN 


SY Reade, st. i. Church 
Phone Barclay 7-7887. New York City 





WANTED TO PURCHASE 








Buyers of Surplus Stocks 
We will buy surplus or om stocks ef shoes 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5877 and 5878 








SHOE STORES WANTED 
FOR CASH 


retailing men’s, women’s shoes from $6.50 
and up having short term leases. 
Write in confidence to 


A. L. BARIS, o's 
BARIS SHOE CO., INC. 
79-81 Reade St., New ae 

unusual references on request. 








BUYERS OF 
MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus complete stocks. 
Branded or unbranded. Geneooms ~ Age 

Write, wire or phone. 


BARSH & CEASAR 
14 8S. Third St. Philadelphia, Pa. 
Phone Market 9139 








DO YOU NEED MONEY? 


Shoe Retallers—Write or call us about your prob- 
lems, and our representative will contact you imme- 
diately. 

We will buy your complete stock or any part of 
your merchandise for ! 


JIMMY SALZMAN Shoe Co. 
45 West 34th Street New York City 





Phone Wisconsin 7-5520 











charge, 75 


ddress should be counted. 
The rate for all display classified 
Classified advertising is payable 





CLASSIFIED ADVERTISING RATES 


and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 

a box number is desired twelve words should be added for the address. In all other cases each word of the 

advertisements is $5.00 an inch with a maximum of 46 words. 

advance. 


S* Advertisements for this page must be in our New York office on Friday of the week preceding publication. “W® 
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Doris Walker Heads New 
Everlastik Department 


CHELSEA, Mass.—Miss Doris Walker 
has recently been appointed in charge 
of the new sales and promotion depart- 
ment of Everlastik, Inc., manufactur- 
ers of elastic gorings. Miss Walker 
has had nine years’ experience in this 
field which makes her well qualified to 
handle the promotion and introduction 
of new items to users of elastic web- 
bing. Her new headquarters will be 
at the home office of Everlastik, Inc., 
at Chelsea, Mass. 


Devotes Section to Play Shoes 


Cuicaco, ILL.— Marshall Field & 
Company have converted an entire sec- 
tion of the fifth floor shoe department 
into a festive play shoe area. This sec- 
tion, which during the rest of the year, 
is devoted to bedroom and boudoir slip- 
pers, has been furnished in appropriate 
style with Summer rugs, outdoor metal 
furniture, and umbrellas. An imitation 
stone wall serves as a background and 
& tree in the center is used as a display 
rack, each branch fixed with a small 
shelf on which are shown various types 
of sport shoes. Display cases which 
surround the section contain a wide 
range of styles in play shoes with 
wedges dominating. They are shown in 
combination with play suits, slacks, 
swim suits, and a number of leisure 
time accessories. 


Clark Appointed to 
Winthrop Sales Staff 


St. Louis, Mo.—Robert Schaffer, 
sales manager of the Winthrop Shoe 
Company (Division of International 


CLYDE CLARK 


Shoe Company), recently announced 
the appointment of Clyde Clark as a 
salesman for the Winthrop line. 

Mr. Clark, a native of Asheville, 
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N. C., has had considerable previous 
merchandising and sales experience 
with the Peters Shoe Company and 
with the Jarman Shoe Company. He is 
now on the road, covering Nebraska, 
North and South Dakota, Minnesota, 
Iowa and Wisconsin with the Winthrop 
line 


New Craddock-Terry 
Additions Near Completion 


LYNCHBURG, VA.—Work is going for- 
ward on the modernization of the in- 
stock warehouse for Craddock-Terry 
Shoe Corporation, and on a new two- 
story adjoining building to house the 
executive and general offices of Crad- 
dock-Terry. This latter is to be con- 
nected with the company’s main build- 
ing at Ninth and Jefferson Streets. It 
will be thoroughly modern in lighting, 
air conditioning and general office 
equipment. 

The two units are expected 
completed by June 15. 


to be 


Newcomb Named Indiana 
Representative for Ideal 


INDIANAPOLIS, IND.—Jack Newcomb, 
formerly with the C.&H. Shoe Com- 
pany, Marion, Ind., is the new Indiana 
representative for the Ideal Shoe Co., 
Milwaukee, Wis., succeeding W. A. Rat- 
cliff, who recently died. 





Obituaries 


George F. Spiegel 

ROCHESTER, N. Y.—George F. Spie- 
gel, 77, president and owner of George 
F. Spiegel & Son, manufacturers of 
orthopedic appliances, died, recently, at 
his home at 1 Ridge Road, East. He 
was born in this city and had been in 
this business 40 years, with a factory 
in St. Paul Street. He retired from 
active work three years ago and the 
business had since been conducted by 
his son, Charles G. Spiegel. 

Besides his son he leaves four grand- 
sons and a number of nephews, an! 
nieces. The funeral was held from St. 
Joseph’s church, May 15, and he was 
buried in Holy Sepulchre Cemetery. 


Henry Moebus 


New York—Henry Moebus, partner 
in the firm of Lyons & Company, New 
York, passed away, recently. 

Mr. Moebus, with the late Harry 
Lyons, father of Mervin E. and Clar- 
ence B. Lyons, present heads of the 
business, founded the present business 
in the year 1900. Since that time he 
has been active in the management of 
the business up to the time of his death. 

















MERCHANTS’ NEEDS 








S50 YOURE GOING T0 
ST. LOUIS / STAY AT 
Hotel lkennox 
IT'S RIGHT DOWNTOWN 
GOOD PARKING... AND 
MAN WHAT SERVICE! 


Cooperative Observance 
Of Foot Health Week 


MEMPHIS, TENN.—The shoe trade 
received considerable publicity here re- 
cently in connection with the obser- 
vance of “National Foot Health Week,” 
when local merchants sponsored a two- 
page “shoe news” spread in The Com- 
mercial Appeal. 

Sponsoring the spread were Canti- 
lever Shoe Store, Cook & Love, Der- 
rick’s Footery, Richard Storch Shoe 
Store, Walk-Over, J. Goldsmith & 
Sons, Beasley Bros., Jones & Ragland, 
The John Gerber Company, Phil A. 
Halle, Levy’s Ladies’ Toggery, and 
Paul’s Shoe Store. 

Several features in connection with 
purchasing “correct” shoes were car- 
ried on the two-page shoe spread. 


TILA I) 
Shoe Re-Shaping Devices 
at Alter Shoes to Fit 
Abnormal Feet 


Make the ne 


fitting adjustment 


DUNDE SHOE RE-SHAPING DEVICES, INC 


753 trole St., Los Angeles, Cel. 


Golden Celebration 


SomersworTH, N. H.—Ovila St. Jean, 
veteran shoe dealer, and Mrs. St. Jean 
observed their 50th wedding anniver- 
sary here, recently, when an anniver- 
sary Mass was celebrated in St. Mar- 
tin’s church. 

Mr. St. Jean came to Somersworth 
53 years ago and has been in business 
43 years. He has no plans for retire- 
ment, saying, “I’m going to keep go- 
ing as long as my health permits, and 
I feel swell now.” 
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Dates to Remember 
Annual Convention Illinois Shoe Re- 
tailers Association and Illinois Shoe 
Travelers, Faust Hotel, Rockford, 
Illinois June 2, 3 and 4, 1940 
Fourth Annual Fall Style Show, South- 
western Shoe Travelers’ Association, 
Adolphus Hotel, Dallas, Texas 
June 2, 3, 4, 5, 1940 
Annual Convention Pacific North- 
west Retail Shoe Dealers Associa- 
tion, Spokane, Wash. 
June 2, 3, 4, 5, 1940 
Fall Shoe Show Mid-Continent Shoe 
Trav sone Biltmore 
Hotel, Oklahoma City, Okla 
June 23, “24, 25, 1940 
Fifth Annual Midwest Shoe Fair, 
Netherland Plaza Hotel, Cincinnati, 
June 9, 10, 11, 1940 
Iowa Shoe Fair, sponsored by lowa 
National Shoe Travelers’ Associa- 
tion, Hotel Fort Des Moines, Des 
Moines, Iowa. ...June 9, 10 and 11, 1940 
Annual Convention California Shoe 
Retailers Association, St. Francis 
Hotel, San Francisco, Calif. 
June 9, 10, 11, 12, 1940 


* Annual Boston Shoe Fair, Hotels Stat- 


ler and Parker House, Boston, Mass. 
June 10, 11, 12, 13, 1940 
Annual Convention New York State 
Shoe Retailers i a Hotel 
Syracuse, Syracuse, N. 
aa 16, 17, 1940 


Joint Annual Convention and Shoe 
Show, Wisconsin Shoe Travelers’ 
Association and Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 

June 16, 17 and 18, 1940 

Annual Michigan Summer Shoe Fair, 
Pantlind Hotel, Grand Rapids, Mich. 

June 23 and 24, 1940 

Michigan Shoe Travelers Fall Shoe 

Show, Hotel Statler, Detroit, Mich. 
July 7, 8, 1940 

Tri State Shoe Mart, Pennsylvania 
Shoe Travelers a: none William 
Penn Hotel, Pittsburgh, Pa 

July 1, 8, 9, 1940 
by 


and Char- 
July 14, 15, 16, 1940 
Annual Outing Greater Buffalo Shoe 
Retailers nd 


. Waldorf-Astoria Hotel, New 
ork September 16, 17, 1940 





Feiges’, Inc., Remodel 


Racine, W1s.—Feiges’, Inc., women’s 
shop, has renovated its quarters at 410- 
412 Main St. here and has more than 
doubled its floor space. In its renovated 
building, the firm is operating its shoe 
department on the lower floor. Her- 
man Feiges is president; Mrs. Herman 
Feiges, vice-president; Ralph Feiges, 
secretary and Julius Feiges, treasurer 
of the 38-year-old firm. 
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BOOTS AND SHOES 


BASS, G. H., & CO. Wilton, Me 

COLE, ROOD & HAAN CO., Chicago, Ill 
CONSOLIDATED SLIPPER CORP., Malone, N. Y 
ENDICOTT-JOHNSON CORP. Endicott, N. Y 
GILBERT SHOE CO., THE, Thiensville, Wis 
GODMAN, H. C., CO., Columbus, O 

GOODRICH FOOTWEAR, Watertown, Mass. 

GREEN SHOE MFG. CO. Boston, Mass. 
HANNAHSONS SHOE CO., Haverhill, Mass 

HANSA TRADING CO. INC. New York City 

HOUSE OF CROSBY SQUARE, Milwaukee, Wis 
HUTH & JAMES C@., Milwaukee, Wis 

KREIDER, A. S.. SHOE CO., Annville, Pa 
KRIPPENDORF-DITTMANN CO. Cincinnati, O 
MANFIELD & SONS, Philadelphia, Pa 

MARKS, L. V., & SONS CO., Cincinnati, O 
MARSHALL, MEADOWS & STEWART, INC., Auburn, N. Y 
MILIUS SHOE CO., St. Louis, Mo 

MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass 
MUSEBECK SHOE CO. Danville, Il 

NASHUA SLIPPER CO., Lowell, Mass. 

NUNN-BUSH SHOE CO. Milwaukee, Wis 

QUEEN QUALITY SHOE CO., St. Louis, Mo 
SACO-MOC SHOE COMPANY, Portland, Me 
SUPERIOR SHOE CO. Chicago, Ill 

TAYLOR, E. E.. CORP., Boston, Mass 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO. New York, Boston, Philadelphia 

ENGLAND-WALTON DIV. OF A. C. LAWRENCE LEA. CO., Boston, Maas... .. 
EVANS, JOHN R., & CO., Camden, N. J 49, 51, 53 
GALLUN, A. F., & SONS CORP. Milwaukee, Wis. 39 
HUBSCHMAN, E., & SONS, Philadelphia, Pa 

KISTLER LEATHER CO., Boston, Mass 35 
LEVOR, G., & CO. INC. Gloversville and New York City.................... 2, 3 
OHIO LEATHER CO., Girard, O 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


DEWEY & ALMY CHEMICAL CO., Cambridge, Mass 

GOODYEAR TIRE & RUBBER CO., Akron, O 

LITHOX CORP., THE, Wapakoneta, O 

MEARS, F. W., HEEL CO., Boston, Mass. 

TALON, INC. Meadville, Pa 

UNITED LAST COMPANY, Boston, Mass. 

UNITED SHOE MACHINERY CORP., Boston, Mass...............0000-ee0005 4, 6 


STORE EQUIPMENT AND ACCESSORIES 


DUNDE SHOE RESHAPING DEVICE, INC., Los Angeles, Cal 
MOHAWK CARPET MILLS, New York City 

SCHOLL MFG. CO., INC. Chicago, Ill 

SCOTT FOOT APPLIANCE CO., Omaha, Neb 

X-RAY SHOE FITTER CO. Milwaukee, Wis. 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 

BARSH & CEASAR, Philadelphia, Pa. ................0ccccceccccecseeeencecs 
EASTERN COMMERCIAL TRAVELERS, Boston, Mass. 

HOTEL LENNOX, St. Louds, Mo. .........ccccccccccccccccscccscecsccvccseees 
IRVIN RUBIN, New York City 

KIRSCH-BLACHER CO., INC. New York City 

MIDWEST SHOE FAIR, Cincinnati, 0 

SALZMAN, JIMMY, SHOE CO., New York City 

TOLMAN-DAVIDSON ADVERTISING PRESS, INC. Boston, Mass. 











